Presenting  The  Ind 

Desktop  Mana 


Centralized  Security  Management 


Integrated  Encryption 


Virus  Protection 


Web  Management™ 

Backup/Disaster  Recovery  Database  Management 

Monitoring  SERVER  MANAGEMENT 

Single  Sign-On™  Application  Management  Network  Management 

Firewall  With  Authentication 


/v' 


SECURITY  MANAGEMENT 


Centralized  User  Administration 

Malicious  Web  Content  Detection 

EnterpriseDiscovery™ 


Event  Management/Correlation 


Problem  Management 


Business  Process  Views71 


ENTERPRISE  MANAGEMENT 


Predictive  Management 


Performance  Management 


Real  World  Interface7 


Workload  Management 


UNIX 


OS/2 


Windows  98,  95,  3.1,  CE 


Windows  NT 

NetWare  EXTENSIVE  PLATFORM  COVERAGE 

OS/390 


LANs,  WANs,  And  Internet 


OpenVMS 

TCP/IP,  IPX,  DECnet,  SNA  AS400 


(Computer® 

Associates 

Software  superior  by  design. 


©1 999  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 


stry’s  Only  Complete 
ement  Solution. 


Session  Recording  Multi-Processor  Support  stealth  Viewing 
Roving  Call-Back  Multi-Host  Viewing  File-Transfer  With  Crash  Recovery 

Remote  Access  REMOTE  CONTROL  integrated  NT  Security  Remote  Reboot 
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Unicenter  TNG  Console  [TDZ] 


Software  Metering/Auditing 
Software  Maintenance 

Software  Inventory  Compliance  Check 

ASSET  MANAGEMENT  Hardware  Inventory 
Configuration  Management  Financial  Tracking 


Policy-Based  Management 


Historic  Analysis 


Hands-Free  OS  Installation 

SOFTWARE  DISTRIBUTION 

Event  Monitoring  And  Automation  Secure  Data  Transport  System 


Roaming  Users  Support 

Broadcasting 


Dynamic  Groups 


Push/Pull 


/V-Tiered  Distribution 


Yes,  all  of  these  features  and  functions  can  be  found  in 
one  solution:  And  you  can  find  out  more  by  making  one 
phone  call.  Call  today  and  find  out  how  the  industry  stan¬ 
dard  for  network  and  systems  management  can  help  you 
get  all  of  your  desktops  under  control. 


For  more  information,  call  1-888-UNICENTER, 
or  visit  www.cai.com/ads/desklopmgml 


UiUcenter  TNG 
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A  Short  History  Long  on  Change 

INTRODUCTION  Do  you  have  a  strategy? 


Leaders  of  the  Pack 

INTERNET  OVERVIEW  These  50  best-of-the-best  Web  sites 
aren’t  just  good-looking:  They’re  also  good  at  what  really 
counts.  By  Anne  Stuart 


Deliverance 

INTERNET  PROFILE  It’s  8  o’clock — do  you  know  where  your 
UPS  package  is?  Finally,  you  can  find  out.  By  Art  Jahnke 


On  the  Inside,  Looking  Out 

INTRANET  OVERVIEW  This  year’s  50/50  intranets  are  devel¬ 
oping  double  vision — serving  customer  sets  both  behind  and 
beyond  the  firewall.  By  Lew  McCreary  and  Tim  Horgan 


Overdrive 

INTRANET  PROFILE  GM  revs  up  its  intranet 
portal  to  transport  information  to  100,000 
employees  worldwide.  By  Sari  Kalin 


The  verdict  is  in — 
winners  know  how. 


These  world-class  companies  are 
on  the  same  page  for  one  reason. 

PRICWATeRHOUsEQopERS  @  MERCK 


=H  Ernst  &Young 


MO WORLDCOM 


.Arthur 

Andersen 


GlaxoWellcome 


r.  CHASE 


HEWLETT4 

PACKARD 


Deloitte  & 
Touche 
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k  Bankers  Trust 

Architects  of  Value 


They  all  rely  on  Dow  Jones  Interactive,  the  world’s  most 
comprehensive  online  business  intelligence  service. 


Every  day  the  people  who  drive 
these  companies  get  smarter. 

Senior  executives  track  their 
businesses,  industries  and  com¬ 
petitors.  Marketing  professionals 
scour  trade  pubs  to  uncover 
trends  and  plan  product  strategy. 
Sales  reps  mine  for  prospects  and 
access  information  to  develop 
effective  business  presentations. 


These  companies  trust  Dow  Jones 
Interactive  to  provide  the  news 
and  information  that  makes  their 
information  networks  valuable. 

So  it’s  no  wonder  they’re  among 
the  most  successful  in  the  world. 

If  your  company  is  world-class 
— or  strives  to  be — it’s  time  to 
make  Dow  Jones  Interactive  avail¬ 
able  to  you  and  your  colleagues. 


Take  a  free  tour  at  diinteractive.com 
or  call  one  of  the  global  sales 
offices  listed  below  to  arrange 
for  a  corporate  consultation. 


i  4  ^ 
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Dow  Jones  Interactive® 

Everything  You  Really  Need  To  Know. 


Asia/Pacific 

852.2832.2323 


DOWJQNES 


Europe/Middle  East/Africa 

44.171.842.9400 


Latin  America 

525.282.0960 


United  States/North  America 

800.369.7466 


E-mail 

support@wsj.dowjones.com 


©1999  Dow  Jones  &  Company,  Inc.  All  rights  reserved.  DJI-600 


WebBusiness 

SECTION 


Inside  Section  1 


The  50/50  Directory 

Honor  roll. 


DEPARTMENTS 


In  My  Opinion 


COVER  STORY:  LEADERSHIP 

A  CIO  Summer  Curriculum 

WOMEN  I.T.  LEADERS  Who  are  IT's 
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1999  Winners 

Navigate  Web  waters  with  our 
detailed  chart  of  innovation, 
function  and  design. 


Letter  from  Joseph  L.  Levy 


newest  leaders  and  why  should  you  care? 
Because  she  may  be  your  next  boss. 
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Threads 

Outside  the  Box  •  Really  Fast  Food  •  Higher  Math  • 


CASE  STUDY,  PART  2:  STRATEGIC 
KNOWLEDGE  CaliMed's  CIO  knows  he's 


Playing  to  Win  •  Starting  Vertical 


Index 


supposed  to  help  turn  the  company 
around.  But  how  to  do  it?  That's  a  leading 
question. 


GOVERNMENT  CIOS  They  have  all  the 
same  challenges  as  their  private  sector 
counterparts — and  then  some.  So  how  do 
they  meet  them  with  fewer  resources  and 
more  bureaucracy? 

THINK  TANK  Despite  all  the  hoopla 
surrounding  the  Internet,  some  things  in 
life  are  destined  to  remain  analog. 

EXPERT  ADVICE  An  insider's  tips  on  how 
to  buy  software. 

EMERGING  TECHNOLOGY  New  wireless 
options  extend  the  enterprise. 


■IDG 

INTERNATIONAL  DATA  GROUP 

Board  Chairman  PATRICK  J.  MCGOVERN 

President  and  CEO  Kelly  Conlin 

IDG  COMMUNICATIONS  INC. 

President  and  CEO  JOSEPH  L.  LEVY 


fflSfflMBemgt&fflmtPl. 


^00£' 


Now  our  i 

°.  .  ..  :  -.  .•■•■■■■.•  ~~  ■’  .  •  • 


etma  si 


”■«**>  '**k,  ,<0r 

1  ml 


really  Flies... 


"'’  v'  -’5-' 1 ' '  C  yk 1  '^Hjx 


Wayne  5ewaraj  Alaska  Airlines  Web  Administrator 
www.alaskaair.com 


Alaska  Airlines  gets  super  reliability  and  security  For  online  ticket  sales. 


When  our  web  site  went  off-air  for  five  minutes,  the  revenue  that  we  lost  instantaneously  was 

unrecoverable,  not  to  mention  the  cost  of  customer  retention  and 
repeat  business.  Management  challenged  my  team  to  remove 
technical  restraints  so  that  we  could  handle  a  ten-fold  increase 
in  actual  ticket  sales,  and  then  be  able  to  scale  beyond 
100-fold.  We  are  now  confident  that  our  servers  are 
available  24/7  and  we  owe  everything  to  our  BIG/ip*  system. 
F5  gives  us  unprecedented  support  and  response  time 
to  our  concerns  and  questions.  With  F5,  it  was  a  slam 
dunk.  We  will  be  riding  the  wave  together. 


Situated  between  router 
and  server  array 

High  availability  and 
Quality  Control  for 
business-critical  Internet  sites 

Intelligent  load  balancing 

Internet,  Intranet, 
Extranet /E-commerce 

Massive  scalability 
&  fastest  access 


www.f5.com/cio99 


t  888.SALESF5  code:  c i o  9  9 


f  206.505.0801 


e  info.cio99@f5.com 


IN  MY  OPINION 


Growth  Spurt 

WATCHING  THE  INTERNET  DEVELOP  WHILE  WATCHING 

business  put  it  to  good  use  is  one  of  my  favorite  pastimes,  so 
this  year’s  CIO  Web  Business  50/50  contest  is  reassuring. 

This  stuff  really  is  interesting.  And  getting  more  interesting 
every  day. 

We  received  more  than  800  applications  for  this  year’s  awards.  And  while 
the  entrants  ranged  from  one-person  Web  startups  to  Fortune  50  behemoths, 
a  singular  theme  came  through.  From  the  static  brochureware  that  pervaded 
only  three  years  ago,  the  Web  has  evolved  into  an  important  customer  service 
channel.  The  Internet  isn’t  just  for  public  relations  anymore;  it’s  become  a 
central  part  of  corporate  strategizing. 

The  ROI  that  companies  are  enjoying,  whether  measurable  or  not,  is 

indisputable.  Forrester  Research  reports 
that  in  1999,  13.1  million  consumers  are 
shopping  online,  with  that  number  pro¬ 
jected  to  skyrocket  to  38.4  million  in 
2003.  Certainly  your  customers  will  be 
looking  to  do  business  with  you  via  the 
Internet,  and  they’ll  expect  their  needs 
to  be  met. 

Intranets  have  become  integral  to  cor¬ 
porate  culture  and  to  conducting  internal 
business — look  at  General  Motors 
Corp.’s  intranet,  which  serves  up  more 
than  400,000  page  views  a  day.  And 
extranets  have  grown  more  sophisticated, 
as  companies  use  them  to  provide  better 
customer  service  and  to  differentiate 
themselves  from  their  competitors. 

As  you’ll  see,  the  winners  are  using  the  rapid  business  transformation 
engendered  by  the  Internet  to  their  best  advantage.  They  are  learning  from 
their  early  mistakes.  They  are  getting  closer  to  their  employees  and  their  cus¬ 
tomers,  and  they  are  rethinking  business  models  to  take  advantage  of  this 
phenemonon. 

And  the  phenomenon  is  sure  to  be  long-lived.  According  to  The  Yankee 
Group,  we’ll  spend  $56  billion  on  Internet  access  over  the  next  five  years. 
Today  25  percent  of  U.S.  households  are  online,  with  two-thirds  projected  to 
catch  the  wave  by  the  end  of  2003.  And  46  percent  of  consumers  state  that 
online  access  is  their  primary  reason  for  buying  a  computer. 

Are  you  using  this  medium  to  its  best  advantage?  Read  about  some  of  the 
cost-cutting,  business-expanding  innovations  the  100  companies  highlighted 
here  are  forging.  Can  you  benefit  from  their  example?  As  always,  I  am 
interested  in  your  thoughts  and  ideas. 

tdwu  u. 

Joseph  L.  Levy 

President  and  CEO,  IDG  Communications  Inc. 
jlevy@idg.com 
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Ton  know  your  e-business  will  run. 

How  can  you  make  it  soar? 


TEST 

FOR  TOTAL 
PERFORMANCE. 

Comprehensive  application  testing 

is  the  key  to  delivering  maximum 

performance  in  your  mission- 

critical  e-business  applications. 

Today,  only  Mercury  Interactive 

provides  a  total,  end-to-end 

testing  solution  for  e-business  — 

the  power  to  identify  and  correct 

resource  constraints,  conflicts  and 

other  problems  throughout  your 

applications  and  their  operating 

environments.  Learn  how  a  strategic 

testing  initiative  can  help  your 

e-business  applications  achieve 

user  satisfaction,  increased 

functionality,  rapid  deployment 

and  maximum  scalability. Visit  us 

at  www.merc-int.com 


MERCURY  INTERACTIVE 

The  test  of  a  great  business. 


C 1999  MERCURY  INTERACTIVE  CORPORATION.  MERCURY  INTERACTIVE  IS  A  REGISTERED  TRADEMARK  AND  THE  MERCURY  INTERACTIVE  LOGO  IS  A  TRADEMARK  OF  MERCURY  INTERACTIVE  CORPORATION.  PHOTO  C  LOIS  GREENFIELD.  1W3. 


THREADS 


QUICK  HITS  AND  THE  BOTTOM  LINE 


Edited  by  Art  Jabnke 


Countinghouse 

Amount  spent  on  Internet 
|  advertising  in  1998 

Amount  spent  on 
outdoor  advertising  in  1998 


$1.92  billion 


$1.58  billion 


Percent  of  Internet  advertising  that  is 

banner  ads  ■■■■■■■■■■ 

sponsorships 
interstitials  US  5 
e-mail  I  1 


SOURCE:  THE  INTERNET  ADVERTISING  BUREAU 


No  One  Special 

Anonymizer.com  {www.anonymizer.com 
isn’t  the  newest  Arnold  Schwarzenegger 
flick  but  a  site  allowing  the  privacy 
conscious  to  anonymously  surf  the  Web. 
Anonymizer  offers  free  (read:  slow)  secret 
surfing  from  its  home  page  or  faster,  pre¬ 
mium  service  for  $14.99  for  three  months 
or  $49.99  for  a  year.  The  site  also  provides 
content  ranging  from  the  noble,  a  mission 
statement  quoting  the  United  Nations 
Declaration  on  Human  Rights,  to  the  useful, 
dozens  of  recent  privacy-related  news  stories, 
to  the  seriously  outdated,  a  speech  draft  from 
1994,  a  century  ago  in  Web  time. 


Once  in  the  Morning 

Need  a  wake-up  call?  Type  in  when 
and  where  to  call,  and  Mr.  Wakeup 
( www.mrwakeup.com )  does  the  rest. 
The  site  lets  users  customize  their  free  calls 
with  reminders,  pep-talk  quotes,  headlines 
or  horoscopes.  Perhaps  once  out  of  beta 
testing,  Mr.  Wakeup  will  also  know  when 
to  quit;  one  early  user  got  15  confirming 
e-mails  in  response  to  a  single  request  for 
a  call  (which  did,  at  least,  arrive  right 
on  schedule). 


To  Whom  It  May  Concern 

So  you  missed  the  chance  to  get  your 
first-choice  name  in  any  of  the 
big-three,  top-level  domains  (.com, 
org,  .net).  Don’t  lose  heart:  You 
may  still  be  able  to  do  business  as 
www.yourcompany.to  through  Tonic 
Domain  Name  Registry  (www.tonic.to) . 
That’s  the  top-level  domain  owned  by  the 
Kingdom  of  Tonga  in  the  South  Pacific, 
which  sells  .to  names  through  its  Tonic 
Corp.  site.  Clearly,  many  businesses  have 
willingly  coughed  up  the  $100  registration 
fee:  It’s  too  late  to  snap  up  amazon. to, 
dell. to,  mcdonalds.to  or  microsoft.to.  But 
move  fast  and  you  can  still  snag  ginand. 
to  and  limes. to. 

Virtual  Romance 

Beautiful,  feisty  heroines.  Rugged, 
mysterious  heroes.  Longing  glances, 
tender  whispers,  passionate  kisses. 
Find  them  all  at  the  Harlequin 
Enterprises  Ltd.  heavily-into-pink  site 
for  romance-novel  readers,  Romance.net 
(: www.romance.net ).  Visitors  can  read 
excerpts,  correspond  with  authors,  send 
e-mail  love  letters,  get  recipes  for  candlelight 
dinners  and  share  their  own  stories  on 
everything  from  worst  dates  to  soul  mates. 


>t 


All  the  Fish,  All  the  Time 

Head  to  World  of  Fishing 


^  (www.fisbingworld.com)  to  reel  in 

bass  tourney  results,  classified  ads  for 
boats  and  gear  and  news  stories  with 
headlines  like  “Mercury  Introduces  Slick 
New  Engine  Oils.”  The  site’s  liveliest 
section:  discussion  forums,  where  anglers 
swap  their  biggest  fish  stories  with  happy 
disregard  for  bandwidth.  -Anne  Stuart 


Outside  the  Box 


Like  the  internet  itself,  the  cio 
Web  Business  50/50  competition  attracts 
the  good,  the  bad  and  the  strange. 
Following  is  a  sampling  of  sites  that  fit  neatly 
in  that  last  category. 
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http://webbusiness.cio.com 


ILLUSTRATIONS  BY  OCTAVIO  DIAZ 


www.  candle,  com/truemeasure 

By  telling  you  exactly  what  your  customers  are  experiencing  on  your  website, 
eB A* ServiceMonitor™  and  eBA*ServiceNetworkIM  let  you  know  if  they’re  finding  what  they  want. 

And  getting  the  service  they  expect. 

That  is  precisely  the  information  you  need  to  make  your  site  more  efficient. 

Satisfy  your  visitors.  And  find  those  answers  you’ve  been  looking  for. 

For  a  free  30-day  trial,  please  visit  the  url  above. 

♦Candle 

Winner  of  iEC  Best  of  E- Commerce  Award 

Functioned  Applications  Category 


Copyright  ©  1999  Candle  Corporation,  a  California  corporation.  All  rights  reserved. 


THREADS 


Really  Fast  Food 

COOK  EXPRESS  INC.,  A  NIFTY 

entrant  in  the  CIO  Web  Business 
50/50  contest,  has  whipped 
up  a  new  Web  business:  selling  and 
delivering  gourmet  meal  kits — pre- 
prepped,  ready-to-cook  dinners — 
to  hungry  San  Franciscans  who 
don’t  have  enough  time  to  shop  but 
want  a  home-cooked  meal.  Orders 
that  are  entered  on  the  site, 

( www.cookexpress.com ),  by  2  p.m. 
are  delivered  the  same  day;  the  meals 
take  at  most  a  half-hour  for  the 
customer  to  prepare.  A  typical  two- 
portion  meal  kit,  say,  for  rock  shrimp 
and  fresh  linguine  with  yellow  squash, 


is  priced  at  $17.95;  the  marinated 
lamb  chops  with  roasted  red  peppers 
kit  goes  for  $27.95.  A  sommelier  helps 
Cook  Express  recommend  wines  to 
accompany  the  meals;  salads  and 
desserts  are  also  available,  as  are 
pantry  basics  such  as  organic  coffee, 
fresh-squeezed  orange  juice  and 
skim  milk. 

The  company  views  its  product  as 
an  alternative  to  pizza  or  takeout 
food,  says  Shawn  Cunningham,  Cook 
Express  CTO.  Yet  some  customers 
have  come  up  with  novel  ways  to  use 
the  kits.  “We’ve  actually  had  a  couple 
of  customers  take  these  meals  camping 


with  them,”  says  Cunningham. 

“They  said  it  was  the  best  camp  food 
they  had  ever  had.” 

At  this  writing,  Cook  Express 
serves  only  San  Francisco,  though 
Cunningham  says  the  privately  held 
startup  plans  to  offer  a  nationwide 
overnight-delivery  service  later  this 
year.  Cunningham  boasts  that  the 
startup’s  distribution  model,  designed 
by  the  former  head  of  Federal  Express 
Corp.’s  West  Coast  operations,  is  one 
of  its  strengths;  he  declines  to  reveal 
any  of  its  secret  recipes  for  smooth 
distribution.  -Sari  Kalin 


BASICALLY 

U  What  framework  you  put  in  place  now 
tends  to  grow  roots  and  become  your 
strategy.  A  lot  of  basic  business  principles 

still  need  to  be  applied  to  the  Web.  55 

-Emmett  Higdon,  director  of  T.  RowePrice.com 


Higher  Math  CIO  Web  Business  50/50  winner 
StatMarket  ( www.statmarket.com )  offers  enough  statistics  on 
the  Internet  and  its  ever-changing  user  trends  to  make  any 
actuary  hyperventilate. 

The  StatMarket  site  is  one  of  several  free  Internet  sites  cre¬ 
ated  by  WebSideStory  Inc.,  a  San  Diego-based  provider 
of  Internet  analysis  software.  StatMarket  publishes 
real-time  data  on  Internet  user  trends  collected 
from  the  70,000  Web  sites  that  have  downloaded 
the  most  recent  version  of  WebSideStory's  HitBOX 
Tracker,  an  analysis  tool  that  keeps  tabs  on  300  site 
statistics.  WebSideStory  collects  information  on  its 
internal  network  from  25  million  daily  users  who  visit  the 
70,000  sites;  the  information  is  then  aggregated  into  statistics 
and  published  on  StatMarket  in  easy-to-read  charts. 


Eyes  upon  You 

Percent  of  Web  sites  providing  privacy 
notices  that  meet  the  standards  called 
for  by  the  Federal  Trade  Commission  in 
its  report  to  Congress  last  year  9 . 5 

Percent  of  Web  sites  that  provide  some 
information  about  the  use  of  personal 

information  65.7 

Percent  of  sites  that  collect  some  kind 
of  personally  identifying  information 

92.9 


SOURCE:  DRAFT,  GEORGETOWN  INTERNET  PRIVACY 
POLICY  SURVEY 


Some  of  the  stats,  such  as  Internet  traffic  according  to  the 
day  of  the  week  and  a  loyalty  index  measuring  repeat  visitors, 
have  a  particular  appeal  to  e-marketers.  Techies  can  access 
stats  about  operating  systems  and  the  most  popular  browser 
plug-ins.  StatMarket  stats  are  free,  but  WebSideStory  Marketing 
Communications  Manager  Geoff  Johnston  doesn't  rule  out  the 
possibility  of  some  day  charging  for  the  service.  For  now,  the 
company  earns  revenues  from  ads  on  its  various  Web  sites  and  & 

i r> 

is  doing  well  enough  to  fund  all  its  operations  from  retained 
earnings  rather  than  borrow  money.  -Megan  Santosus 
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Question: 

What  did  the  e-tailer 
say  to  the  retailer? 

Answer: 

My  floor  space  is 


Tower  Records  E-commerce.  It  offers  incredible  opportunities.  You  can  fit  a 

By  building  a  state-of-the-art  technical  .  ... 

foundation,  we're  helping  Tower  Records  million  shoppers  in  your  store.  With  the  right  site,  you  can  track 

experience,  watch  for  the  debut  of  the  new  their  buying  habits,  predict  their  purchases.  You  can  offer  them 

towerrecords.com.  We’re  making  a  good 

thing  even  better.  the  world.  At  USWeb/CKS,  we  were  one  of  the  first  to  create, 

woLF-Garten  build  and  deploy  successful  e-commerce  sites.  Our  sites  do 

Our  strategy  and  technological  solution 

enabled  us  to  transform  the  order-processing  more  than  sell  products.  They  combine  strategy,  targeted 

procedures  of  Europe’s  leading  gardening-  ... 

supply  company,  reducing  the  time  to  marketing ,  network  systems  development,  Internet  technology 

process  an  order  from  four  days  to  one  and 

giving  their  5,400  dealers  access  to  a  and  more.  We  ve  handled  over  3,000  client  engagements.  Let 

product  line  of  more  than  2,500  goods.  . 

us  help  expand  your  virtual  floor  space.  Contact  us  for  details. 

Furniture.com 

We  helped  Furniture.com  build  the  world’s 
largest  online  furniture  store,  with  over 
50,000  items  from  over  100  manufacturers. 

Shoppers  easily  browse  this  vast  selection, 
create  their  own  showroom,  and  work  with 
design  consultants  for  personal  service. 


Ask  for  our  white  paper: 

Strategies  for  Growing  Your  Business 
Through  E-commerce 

40  offices  worldwide 
46  Fortune  100  clients 
Contact  us  at: 

888/879  3241  ext.  162 
61 2/995  8964  [International] 
www. uswebcks.com 


USWeb/CKS 

Transforming  business  in 
the  digital  economy. 


ILLUSTRATIONS  BY  OCTAVIO  DIAZ 


THREADS 


Playing  to  Win 

Back  in  1996,  Gamesville.com  President  Steve 
Kane  figured  out  a  couple  of  things  about  Web  site 
business  modeLs  that  others  have  been  slow  to  get. 

First,  Kane  realized  that  while  it  was  illegal  to  gambLe  on  the 
Internet,  it  was  not  illegal  to  offer  cash  prizes  to  game  winners 
who  didn't  put  any  money  on  the  table.  So  he  built  a  Web  site 
called  The  Bingo  Zone,  where  hundred  of  thousands  of  people 
could  play  bingo  whenever  they  wanted  to  and  could 
win  cash  prizes,  which  were  mailed  out  weekly. 

Second,  Kane  realized  that  while  it  was  hard  for  a 
Web  site  to  survive  on  revenues  from  ads  placed  on 
the  site  alone,  it  was  less  hard  to  survive  on  revenues 
from  ads  placed  on  the  site  and  a  few  other  vehicles, 
such  as  newsletters  and  e-mail  solicitations.  So  today,  if 
you  ask  Steve  Kane  what  he  does  for  a  living,  he  will  tell  you  he 
is  an  Internet  database  marketer,  not  a  gamesmaster. 

Executive  Search 

Percent  of  senior  executives  likely  t 
shop  online  this  yea 


Company  Dimes 

Percent  of  Web  surfing  at  the  office  that 
is  not  work-related  33 

Increase  in  nonwork-related  surfing 
since  last  year  100  percent 

Amount  of  money  spent  annually  by  American 
corporations  to  provide  employees  with 
Internet  access  $3.5  billion 

SOURCE:  SURFWATC.H,  A  PROVIDER  OF  INTERNET  FILTERING  TECHNOLOGY 


Gamesville.com's  offerings,  which  include  bingo,  acey-deucy 
and  guesses  about  who  will  win  many  sports  events,  exist  to 
attract  users  who  don't  mind  getting  a  few  other  pieces  of  mail 
from  Internet  marketers.  Apparently,  a  great  many  people  don't 
mind.  Of  Gamesville.com's  800,000  subscribers,  550,000  have 
given  the  company  permission  to  send  marketing  material, 
which  comes,  of  course,  from  merchants  that  pay 
Gamesville.com.  The  business  model  has  worked  so  well,  says 
Kane,  that  business  grew  more  than  100  percent  his  first  two 
years  out  and  more  than  300  percent  last  year.  This  year,  he 
expects  to  see  about  7  million  games  played  by  more  than  1 
million  registered  users.  Kane  won't  talk  about  what's  next  but 
promises  big  changes  and  even  bigger  revenues.  -ArtJahnke 


United  States 
Canada 


65 


48 
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Starting  Vertical 

First,  the  chemicals  industry  became  the  life 
science  industry;  then  a  company  called  Chemdex  Corp. 
built  a  Web  site  that  changed  the  way  life  science  compa¬ 
nies  buy  what  they  need  to  create  life  science.  That  was  the 
hard  part.  Corporate  purchasing  of  any  kind  is  rarely  easy,  but 
buying  products  such  as  chemicals  and  biological  reagents  has 
always  been  particularly  time-consuming,  often  requiring  scien¬ 
tists  and  researchers  to  spend  hours  poring  over  paper  catalogs 
whose  contents  constantly  change. 

Enter  Chemdex  ( www.cbemdex.com ),  a  50/50  entrant  that 
built  a  database  of  more  than  160,000  life  science  products  from 
more  than  80  suppliers  and  used  the  Web  to  put  the  whole 
shebang  on  the  desktops  of  anyone  who  wants  it.  Chemdex 
claims  that  its  system  reduces  the  cost  of  processing  an  order 
from  as  high  as  $120  to  an  average  of  $20.  Genentech  Inc.,  a 
biotech  company  that  spends  more  than  $5  million  a  year  on  life 
science  products,  says  it’s  true:  Chemdex  has  cut  the  time  spent 
ordering  down  to  one-third  of  what  it  was  in  the  days  of  paper. 
The  Chemdex  formula,  building  a  vertical  business-to-business 
portal,  looks  like  a  winner:  E-business  prognosticators  predict 
that  the  new  millennium  will  bring  a  spate  of  similar  efforts  in 
other  industries.  -Art  fabnke 
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Make  time.  Try  Conclave 


Let  Conclave  make  you  time  for  the  important  things  in  life.  How?  With  its 
distributed  policy  architecture,  the  policy  framework  for  enterprise  network 
management.  Conclave  is  the  only  product  on  the  market  today  that  offers  firewall, 
secure  remote  access,  VPN,  certificate  authority,  virus  scanning,  and  role-based  policy 
management  in  a  single,  integrated  product.  All  administered  with  a  single 
interface,  from  a  single  database. 


Install  Firewall 
15  min.  45  SEC 


Set  up  Certificate  Authority 
14  min.  52  sec. 


Secure  VPN  site 


Parent's  Day  at  School 


Dreaming  of  bringing  your  public  Web  servers  in  from  the  cold?  Conclave’s 
page-level  access  control  lets  business  in  through  the  “Internet  door”  securely, 
no  DMZ  required. 

Looking  for  a  kinder,  gentler  alternative  to  modem  pools  for  your  remote 
access  employees  and  extranet  partners?  Conclave's  client  VPN  technology 
provides  secure  remote  access  to  your  network  from  anywhere  on  the  Internet. 

Want  the  savings  of  using  the  Internet  for  your  site-to-site 

connectivity,  but  not  the  cost  of  administering  VPN  gateways? 

Conclave  provides  a  single  policy  database  that  defines  your 
whole  VPN.  No  need  to  configure  every  VPN  gateway  with 
encryption  keys  or  define  all  those  tunnel  routes.  Want  to 
add  a  new  site?  Conclave’s  secure  key  exchange  and  policy 
management  replication  automatically  configure  the 
encrypted  tunnels,  perform  the  X.509  based  authentication, 
and  enforce  all  the  access-control  rules  on  the  fly. 

Try  it  for  Free.  Just  call  toll  free  i  87  7  CON  CUV 
(  266-2528  lor  visit  www.conclave.com  for  a  free  evaluation  CD. 


WINNER 


BEST 


NKTW«M*U>  <NTUO*  »f  «UI  VtOAl 

cSnSmnicatlaHS 
INTERNET  WEEK  CAP 


ICSA-Certified  Firewall  /  SC  Magazine  Pick  of  1998  /  ’99  NT  Innovators  /  A  Product  of  Internet  Dynamics 


ILLUSTRATION  BY  SUSAN  GROSS 


Cataclysm  is  usually  defined  in  terms  of 
disaster,  but  it  can  also  characterize 
sudden  change — a  lot  of  it  and  of  a 


revolutionary  nature,  achieved  more  or 
less  on  a  dime. 

Welcome  to  the  third  CIO  Web 
Business  50/50  Awards  special 
issue,  our  annual  index  of  Web- 
driven  cataclysm.  Nearly 
800  sites  applied  in  the  two 
categories  (Internet  and 
intranet/extranet  sites).  And  we 
came  away  from  the  experience 
of  judging  the  hundreds  of  entrants’ 
work  convinced  that  a  merely  cat¬ 
napping  Rip  van  Winkle  would  awaken  from 
a  relatively  brief  snooze  to  discover  the 
conduct  of  business  already  largely 
unrecognizable. 

Five  years  ago  there  were  about  5,000  or 
so  Web  sites  in  the  known  universe,  and 
most  were  renowned  for  doing  such  things 
as,  well,  just  being  there  (though  of  course 
expressing  their  vast  innate  potential).  Now, 
the  best  are  vessels  for  nearly  every  sort  of 
profitable  interaction  a 
business  has.  Some  companies 
have  made  truly  sweeping 
transitions,  converting  much — in  some 
cases,  all — of  their  IT  development  to  be 
Web-based.  Others  now  derive  hefty 
percentages  of  total  revenues  from 
their  Web  operations. 


Whether  they  are  hitherto  brick-and- 
mortar  businesses  like  Coldwell 
Banker,  Boeing,  GM  and  Ford,  or 

upstart  netrepreneurs  like  i-Escrow,  the 
message  of  this  year’s  winning  sites  is  clear: 
As  a  competitive  factor,  being  easy  to  do 
business  with  is  hot  stuff. 

That’s  why  industrial  boilermaker 
Cleaver-Brooks — about  as  brick-and- 
mortar  an  enterprise  as  one  could  imagine — 
has  a  pair  of  industry-shaking  extranet 
apps:  one  for  spec’ing  out  boiler  design  and 
engineering  requirements,  and  another 
for  placing  and  tracking  orders.  They  trump 
the  competition  in  wholly  unexpected  ways. 

The  driving  force  for  this  wave  of  rapid 
mutation  is  a  fundamental  shift  in  customers’ 
expectations,  decreeing  that  most  relevant 
business  decision  making  and  transaction 
support  ought  to  be  little  more  than  a  few 
clicks  away.  The  insight  required  to 
understand  this  change  is  available  to 
anyone.  And  yet  the  ability  to  turn  it  into 
coherent  strategy  remains  elusive. 

That’s  why  this  blurred  snapshot  of 
Web-enabled  business  capability,  circa  1999, 
is  worth  your  close  attention:  You’ll  find 
a  bunch  of  ideas  worth  stealing. 

-Lew  McCreary,  Editorial  Director 
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BY  ANNE  STUART 


These  50  best- 
of-the-best 
Web  sites 
aren't  just 
good-looking: 
They're 
also  good 
at  what 
really 
counts 


I 
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internet  overview:  If  there’s  one  trait  all  great 
Web  ventures  share,  it’s  this:  They  make  it 
easy,  pleasant,  even  downright  enjoyable  for 


customers  to  do  business  with  them. 

Sounds  painfully  obvious,  doesn’t  it? 

But,  like  common  sense,  it’s  not  all  that 
common.  As  Patricia  Seybold  notes  in 
Customers.  Com:  How  to  Create  a  Profit¬ 
able  Business  Strategy  for  the  Internet  and 
Beyond  (Random  House  Inc.,  1998),  too 
many  online  businesses  still  squander  too 
much  time  and  money  on  everything  but  providing 
the  ultimate  experience  for  their  current  and  potential 
customers. 

In  choosing  the  third  annual  CIO  Web  Business  50/50 
winners  from  hundreds  of  self-nominated  contenders, 


our  in-house  judging  team  saw  dozens  of 
commercial  Web  sites  that,  frankly,  still 
don’t  get  it.  They’re  clunky.  They’re  clut¬ 
tered.  They’re  confusing.  They  don’t  add 
value.  Sometimes  they  just  don’t  work  (as 
in  the  case  of  the  retail  site  that  wouldn’t 
take  one  judge’s  money).  And  many  pro¬ 
vide  little  evidence  of  caring  much  about 
whether  visitors  quickly  find  what  they  want — or 
whether  they  return. 

In  contrast,  our  50/50  Internet  winners  have  the  formula 
down.  Like  the  winning  extranets  (see  “On  the  Inside, 
Looking  Out,”  Page  28),  the  Internet  winners  know 


http://webbusiness.cio.com 


CIO  WEB  BUSINESS  •  SECTION  2  /  JULY  1,  1  999  17 


ILLUSTRATION  BY  JON  FLAMING 


they’ll  thrive  only  by  building  strong  cus¬ 
tomer  relationships.  They’ve  realized 
that,  even  on  the  Web,  you  can’t  live  by 
brand  alone.  After  all,  that  priceless 
trademark  doesn’t  amount  to  much  if 
the  site  can’t  live  up  to  its  reputation. 

As  in  the  past,  this  year’s  50/50  win¬ 
ners’  circle  serves  as  a  microcosm  of  Web 
business  culture,  a  snapshot  of  business 
life  online.  There  are  big  names  and  rela¬ 
tive  unknowns,  successful  ventures  and 
struggling  ones,  brick-and-mortar  brand 
names  and  virtual  businesses,  proven  con¬ 
cepts  and  a  few  promising  experiments. 

But  they  all  share  several  key  traits: 

They  Stand  Out 

In  many  industries,  with  most  of  the 
major  players  online,  it’s  becoming  in¬ 
creasingly  irrelevant  who  got  there  first. 
What  matters  is  who’s  in  front  right  noiv. 
These  days,  that’s  likely  to  be  whoever 
best  meets  customer  expectations,  regard¬ 
less  of  brand  name  or  the  date  of  their 
online  debut.  Think  about  it:  Why  would 
anybody  waste  time  on  a  slow,  sloppy  or 
ineffective  site  with  a  better  alternative 
just  a  click  or  two  away?  For  instance, 
REI  offers  a  comprehensive  yet  easy-to- 
use  online  catalog  that  inspires  customers 
to  keep  coming  back,  while  a  close  com¬ 
petitor’s  site  balked  at  searching  for  some¬ 
thing  as  basic  as  tent  poles.  Ditto  for 
OfficeMax  Inc.  and  Office  Depot  Inc., 
which  provided  quick  and  painless  on¬ 
line  ordering,  while  two  other  office- 
supply  also-rans  made  it  unnecessarily 
difficult  to  find  and  order  products. 
Finally,  judges  opted  against  honoring 
any  of  the  half-dozen  job-searching  sites, 


deciding  that  none  turned  in  an  out¬ 
standing  performance  or  stood  out  sig¬ 
nificantly  from  each  other. 

They  Look  Great 

Or  at  least  good.  They  know  that  Web 
users  have  progressively  lower  tolerance 


levels  for  ugly  design,  useless  content, 
gratuitous  animation  or  clunky  naviga¬ 
tion.  (By  now,  even  novice  Web  design¬ 
ers  should  know  enough  not  to  use  those 
annoying  “Under  Construction”  signs 
for  unfinished  portions  of  their  sites.)  At 
the  same  time,  they  understand  that  pret¬ 
ty  faces  can’t  cover  up 
or  substitute  for  empti¬ 
ness  inside.  The  best 
sites  balance  usability 
and  style.  Art.com  Inc.’s 
simple  yet  gorgeous  site, 
for  instance,  walks  users 
through  ordering  cus¬ 
tom-framed  prints  at 
discount  prices,  right 
from  its  home  page. 

Click  here  to  search  for 
an  image,  here  to  browse.  Then  click, 
click,  click  to  mat,  frame  and  order. 

Others,  such  as  The  Obsessive-Com¬ 
pulsive  Foundation's  site  or  bankrate.com 
or  Schoolmusic.com,  won’t  win  any 
beauty  contests.  But  they  give  their  cus¬ 
tomers  exactly  what  they  want — medical 
information  or  up-to-date  interest-rate 
data  or  supplies  for  school  music  classes — 
and  they  do  it  well.  Chances  are  their  cus¬ 
tomers  find  those  services  far  more  valu¬ 
able  than  a  bold,  trendsetting  design. 

They  Add  Value 

Internet  value,  that  is.  Too  many  Web 
ventures  fail  to  play  to  the  Web’s 
strengths.  In  contrast,  Web  Business  50/50 
winners  go  far  beyond  just  throwing  their 
existing  companies  online.  They  extend 
them  or  transform  them  or  invent  entire¬ 
ly  new  businesses  tailored  to  the  Web 


environment,  designed  to  take  advantage 
of  what  the  Web  can  do.  For  example, 
bankrate.com  provides  side-by-side  com¬ 
parisons  of  current  interest  rates  for  loans, 
mortgages  and  credit  cards,  alerting  users 
by  e-mail  when  information  changes.  E- 
filing  lets  lawyers  file  certain  court  forms 


and  documents  electronically  rather  than 
in  person.  And  Point.com’s  online  ques¬ 
tionnaire  helps  customers  navigate  an 
ocean  of  information  about  cellular  tele¬ 
phones,  narrowing  their  choices  to  the 
best  product  and  plan.  And  often  that 
turns  out  to  be  big  business,  either  in  rev¬ 
enues  or  in  savings.  On¬ 
line  broker  E-Loan.com 
says  it’s  generated  nearly 
$1  billion  in  online  loan 
volume,  retailer  camera 
world.com  raked  in  $16 
million  in  online  rev¬ 
enues  in  1998  and 
expects  to  triple  that  fig¬ 
ure  this  year,  and  hard¬ 
ware  manufacturer 
Cisco  Systems  Inc.  makes 
nearly  $23  million  per  day  from  orders 
received  over  the  Web.  And  by  delivering 
its  products  and  services  online,  Eastman 
Kodak  Co.  saves  about  $12  million  a  year 
on  postage,  printing  and  paper  costs. 

They  Evolve 

They  realize  their  work  is  never  done. 
They  keep  raising  the  bar.  They  realize 
the  best  Web  sites  are,  when  you  get  right 
down  to  it,  always  under  construction. 
They  listen  to  their  users,  and  they  make 
changes  accordingly.  That’s  why  so  many 
of  this  year’s  50/50  winners — fully  20 
percent  of  this  year’s  field — appear  on  the 
honor  roll  for  a  second  or  even  third  con¬ 
secutive  year.  (For  the  record,  many  other 
past  winners  didn’t  make  the  cut  this 
year.  Memo  from  us  to  them:  Yes,  you 
were  great  in  1997  or  1998,  but  what 
have  you  done  lately f ) 

King  of  the  hill  among  our  re¬ 
peat  winners,  of  course,  is  Cisco, 
which  scored  not  only  in  both 
1997  and  1998  but  picked  up 
honors  on  the  intranet/extranet 
side  all  three  years  as  well.  Cisco 
Connection  Online  now  handles 
73  percent  of  all  incoming  orders 
(up  from  41  percent  a  year  ago). 
And,  Cisco  says,  the  Web  site  has 
improved  its  order-accuracy  rate 
from  65  percent  to  at  least  98 
percent — a  win-win  result  for  both  the 
company  and  its  customers. 

Another  business  that  just  keeps  get¬ 
ting  better  is  iPrint  Inc.,  the  self-service 
Web  print  shop  that  is  single-handedly 
revolutionizing  the  printing  industry. 
Since  its  1997  win,  iPrint  has  morphed 


It’s  about  meeting 
customer  expectations. 
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Mercedes-Benz  is  an 


e-business 
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Read  this  if  you  want  to  start  selling 
stuff  on  the  Web  now. 

You  hear  the  success  stones:  e-commerce  is  creating  mega-brands 
virtually  overnight,  e-commerce  is  transforming  old  companies 
into  Web-savvy  players,  e-commerce  is  the  great  equalizer. 

Fine.  Now  how  do  you  do  it? 


What?  You  don’t  think  the  page  on 
the  left  applies  to  you? 

While  online  sales  of  books,  CDs,  videos  and  other  consumer  products 
are  getting  all  the  headlines,  there  is  another  big  opportunity 
in  e-commerce:  businesses  selling  to  other  businesses. 

And  IBM  is  helping  thousands  of  them  do  just  that. 


Information  Week  writes:  “e-commerce  is  an  engine  for  high 
revenue  growth  —  and  even  higher  Web  site  unpredictability.”* 
And  from  Forbes :  “e-commerce  looks  promising.  Now  comes  the 
hard  part:  making  it  work.”+ 

The  power  of  e-commerce  is  obvious  (just 
take  a  look  at  the  stock  market).  But  gearing 
up  so  you  can  sell  online  can  be  a  lot  trickier 
than  it  looks  at  first  glance. 

It  doesn't  matter  what  you’re  selling  or  what  kind  of  business  you’re 
in.  You  can  be  a  company  of  thousands,  hundreds,  or  maybe 
the  company  is  just  you.  Regardless.  IBM  can  help. 

We  can  show  you  how  to  seize  e-commerce  opportunities  and 
understand  the  issues.  And  there  are  significant  issues:  Pricing 
and  distribution  issues.  Inventory  issues.  Back-end  issues.  How 
do  you  connect  with  your  suppliers?  Your  vendors?  What  about 
Web  traffic  and  security?  WTiat  about  customer  service? 


IBM  scalable  servers 
help  Charles  Schwab's 
customers  trade  over 
$2  billion  a  day  online. 


There’s  no  one  answer.  No  owners  manual  or  magic  formula, 
e-commerce  solutions  are  about  as  different  as  the  companies 
that  are  taking  advantage  of  them. 


An  IBM  RS/6000*  Web 
server  helped  REI  grow 
worldwide  online  sales 
by  360%  in  1998. 


For  example,  how  does  a  financial  broker  plan 
and  manage  for  growth  when  the  very  nature 
of  the  business  is  unpredictable  and  volatile? 
If  you're  schwab.com1  —  the  world  leader  in 
online  investing  —  you  do  it  with  a  massively 
scalable  IBM  Web  solution  that  can  handle  a  large  volume  of  traffic 
as  well  as  over  $10  billion  worth  of  transactions  online  every  week. 


W  hat  if  you’re  a  regional  retailer  and  want  to  go  from  having 
a  few  store  locations  to  being  a  world  player?  If  you’re  rei.com 
you  employ  a  powerful  IBM  e-commerce  solution  that  enables 
you  to  sell  everything  from  camping  gear  to  kayaks,  reaching 
customers  nearby  or  in  the  Far  East  (REI  is  now  doing  a  brisk 
business  in  Japan,  with  this  year's  online  sales  exceeding  last 
year’s  by  an  extraordinary  400%). 


And  what  if  you’re  a  tried  and  true  brand  and  want  to  expand 
your  business?  If  you’re  nationalgeographic.com  you  use  IBM 
e-commerce  technology  to  relaunch  your  online  store,  merchandise 
new  products  and  increase  online  sales. 

Even  emerging  companies  like  eseeds.com,  cdwarehouse.com  and 
champagnelady.com  are  coming  to  IBM  for  help  in  taking  advantage 
of  e-commerce  opportunities. 

IBM  has  everything  from  robust  e-commerce  software  solutions, 
like  WebSphere,”  Net. Commerce”  and  HomePage  Creator,  to 
high-volume  IBM  Web  servers  and  Web  hosting  services. 

For  e-commerce  expertise  in  industries  as  varied  as  manufacturing, 
banking,  retail  and  health  care,  there  are  the  130,000  consultants, 
strategists  and  implementers  of  IBM  Global  Services.  These  are 
people  with  “been  there,  done  that”  experience,  who  have  the  tools 
to  help  you  build  and  maintain  a  secure,  scalable  e-commerce  site. 


“Check  out  these  numbers,”  wrote  e.biz  in  the  March  22  edition 
of  Business  Week.  “E-commerce  between  businesses  is  five  times 
as  much  as  consumer  e-commerce,  or  about  $43  billion  last  year.”* 

It  makes  sense,  actually.  Businesses  already  run  their  entire  operations 
on  computer  networks  and  use  those  networks  to  communicate 
between  locations,  subsidiaries  and  suppliers.  For  them,  adding 
Web-based  e-commerce  systems  is  simply  the  next  logical  step. 

But  what  do  you  need?  Where  do  you  start?  What  are  your  options? 
How  do  you  avoid  investing  a  fortune  in  hardware,  software  and 
administrative  overhead?  What  e-commerce  solution  is  right  for 
your  company  and  your  industry? 

IBM  helps  companies  answer  questions  like  these  every  day. 
Companies  like  Mercedes-Benz.  Shell  Services  International, 
as  well  as  more  modestly  sized  companies  like  PETsMART  and 
Lehigh  Valley  Safety  Supply  Co. 


IBM  has  e-commerce  solutions  no  matter  what  you’re  selling.  This  chart  can  show  you  how. 


Who  are  you?  What  do  you  want  to  do?  What  do  we  have  for  you? 


Were  a  very  small  business  with  under  50 
employees,  setting  up  our  first  online  store  1  ~ 

We  don't  have  an  IT  department 

•  Have  a  robust  Web  site. 

•  Accept  credit  cards  securely. 

•  Sell  up  to  500  different  items  online. 

•  Operate  hassle-free. 

IBM  HomePage  Creator  makes  it  easy  to  set  up 
and  manage  an  online  store.  Catalogs,  shopping  carts, 
credit  card  transactions  and  hosting  by  IBM. 

Starting  at  just  $3935  a  month. 

FREE  setup.  FREE  one-month  trial. 

Were  a  medium-size  business  or  a  department 
of  a  larger  corporation,  expanding  our 
online  presence. 

We  have  an  IT  staff.  i 

•  Build  or  expand  online  sales  securely;  generate 
significant  transaction  volume. 

•  Build  interactive  customer  relationships. 

•  Tie  into  existing  IT  systems  for  inventory  and  billing. 

•  Administer  and  maintain  Web  site. 

IBM  e-commerce  Start  Now  program  has  all  you  need 
to  set  up  your  e-commerce  site  quickly.  IBM  Net.Commerce 
software  works  with  NT*  UNIX  and  midrange  servers 
(including  IBM  Web  servers).  Business  Partner  consulting 
and  implementation  services  are  also  included. 

As  low  as  $1,099  a  month* 

We're  a  medium/large  corporation  seeking  to  - 

achieve  strategic  competitive  advantage  using  | 

e-commerce. 

We  have  a  significant  IT  department 

•  Determine  effective  e-commerce  solutions. 

•  Integrate  with  existing  enterprise 'systems. 

•  Get  support  to  optimize  performance  by  managing  growth. 

•  Maximize  ROI. 

IBM  e-commerce  consulting  can  help  you  transform  your 
business,  with  everything  from  developing  a  business  strategy 
to  implementing  and  managing  the  e-commerce  solution  that  fits 
your  requirements. 

start  right  now:  go  to  www.ibm.com/e-business/start3  or  call  1  800  IBM-7080,  ext.  EC22 


Whether  it's  Web  hosting  services,  software  like  WebSphere  and 
Net  Commerce,  or  high-volume  UNIX- and  Windows  NT5  Web  servers, 
IBM  has  tools  to  help  you  build  and  grow  sophisticated,  interactive 
e-commerce  Web  sites.  And  get  you  up  and  running  right  away. 

Also  ready  to  go  to  work  for  you  now  (as  we 
mentioned  on  the  previous  page)  are  the 
more  than  130,000  consultants,  strategists  and 
implementers  of  IBM  Global  Services.  These 
are  people  who  have  real  world  problem-solving 
experience.  And  because  they  know  specific  industries  —  yours  — 
they  have  the  expertise  it  takes  to  help  you  make  the  most  of  the 
e-commerce  opportunities  that  are  out  there. 


Gulfstceam  now 

processes  7  out  of  10 
parts  online,  with  the 
help  of  an  IBM  RS/6000 
Web  server. 


These  are  just  a  few  of  the  ways  were  helping  businesses: 

Direct  online  sales.  Just  as  IBM  is  helping  Gulfstream  sell 
airplane  replacement  parts  to  corporations  worldwide,  we’re 
also  helping  retailers,  financial  companies  and  a  variety  of 
manufacturers  make  the  most  of  e-commerce. 


Vendor  extranets.  Setting  up  a  network  that  helps  link  you  to 
your  vendors  can  cut  inventory  carrying  costs  and  make  your 

company  more  responsive.  After  employing  _ 

an  IBM  extranet,  PETsMART,  the  pet 
superstore,  estimates  a  20%  reduction 
in  its  inventory  of  imported  products. 


An  IBM  Global  Services 
electronic  supply  chain  solution 
helped  Mercedes  increase 
M-class  production  by  20%. 


Dealer-distributor  extranets.  IBM 

has  helped  companies  like  SAAB  link  directly  to  their  dealer 
networks  —  enabling  dealers  to  order  and  process  transactions 
online.  This  increases  dealer  productivity  and  reduces  paperwork, 
sending  profits  direct  to  the  bottom  line. 

Online  procurement,  e-commerce  is  also  about  streamlining. 
For  IBM  (yes,  we’re  an  e-business,  too),  Web-based  procurement 
means  a  $240  million  savings.  This  has 
reduced  the  number  of  paper  invoices  ~~~  -  — 
from  five  million  to  zero.  ~  -~_T:E  ~  =  - 
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LEARN  FROM  OTHERS 

The  Archives 


EXPERTISE  BY  TOPIC 

Research  Centers 


Read  the  full 
text  of  CIO  and 
CIO.COM 
articles  dating 
back  to  1994. 
You  can  even 
send  an  article 
to  a  colleague. 


Make  CIO.COM's 
Research  Centers  the 
first  place  to  look  when 
you're  gathering 
information  on 
specific  IT  topics  like. 

•  Year  2000 

•  Data  Warehouse 

•  Electronic 
Commerce 

•  ERP/Supply 
Chain 

•  Globalization 


Research  Centers 


SsT 


__  ^ 


Government 

Human 

Behavior/Web 

Intranets 


mmrnm 

•  IS  Staffing 

■  IT  Careers 

■  Knowledge 
Management 


INSIGHT  ON 
IT  STRATEGIES 

Analyst 

Corner 


Reports  and  analysis  from  the 
top  research  organizations  help 
you  put  sound  IT  strategies 
together  for  your  organization. 


GOT  A  PROBLEM? 

Ask  the 
Expert 

Pose  a  question 
to  top  IT  experts 
and  get  a  personalized 
answer.  Do  it  as  often  as 
you  please. 
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cio.com 

get  smart, 
fast. 
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REAL  TIME  OPINIONS 

Quick 

Po11 

What  are  your  w  A 

peers  thinking, 
doing,  planning?  This  real  time 
poll  gives  you  an  opportunity  to 
vote  and  see  results  instantly. 


All  this  and  more!  Find  out  who's  changing  jobs, 
learn  about  upcoming  events,  and  check  out 
our  Knowpulse™  Poll  results. 

Tell  us  what  you  think  of  CIO.COM.  Call  Tim  Horgan, 
CIO's  VP  of  Technology/  Webmaster  at 
508  935-4087  or  email  him  at  thorgan@cio.com. 


INCONVENIENCE  OR 
CATASTROPHE 

Y2K  Pain 
Index 

This  chart  of 
Year  2000  prob¬ 
abilities  shows 
how  the  Year 
2000  software 
glitch  will  affect  you  based  on 
connectivity  to  external  organi¬ 
zations  and  business  partners. 


TALK  TO  YOUR  PEERS 

Discussion 

Forums 

Read  an  article  in  CIO  magazine 
and  want  to  discuss  it 
further?  Join  our  forums. 

discuss 


inform 


articulate 


FIND  YOUR  DREAM  JOB 

CIO  Wanted 


Looking  for  a  job? 
Want  to  enhance 
your  career? 

Look  no  further. 


And  don't 
forget  to  book 
mark  it  -  we 
update  job  postings  daily. 


LISTEN  UP 


CIO  Radio 

Audio  specifically  geared 
toward  the  CIO.  Hear  interviews 
with  notable,  quotable  experts 
on  critical  IT  issues. 


RADIO 


SPEND  SOME  TIME  WITH  A  RESOURCE  YOU  CAN  TRUST 

CIO  Communications,  Inc.,  492  Old  Connecticut  Path,  Framingham,  MA  01701 


from  a  small-business  supplier 
to  a  big-time  partner  with 
companies  like  3Com  Corp., 

Staples  Inc.  and  the  Excite  Inc. 
search  engine.  Serving  as  the 
middleman  between  online 
buyers  and  sellers,  i-Escrow  Inc. 
upped  its  own  standards  since 
last  year  to  respond  to  e-mail 
within  24  hours  rather  than  in 
days.  The  Thomas  Publishing 
Co.’s  already  impressive  indus¬ 
trial  products  directory,  Thom¬ 
as  Register  of  American  Man¬ 
ufacturers,  is  another  1998 
50/50  winner  that  added 
e-commerce  capability.  And 
DigitalThink  Inc.,  which  offers 
Web-based  training  on  tech¬ 
nology  and  other  topics,  has 
upgraded  in  the  past  year  with 
a  bevy  of  new  features,  includ¬ 
ing  self-registration,  tools  for 
tracking  employees’  progress  in 
their  studies,  a  free  try-before- 
you-buy  course  and  courses  for 
credit  through  the  online  Uni¬ 
versity  of  Phoenix. 

As  always,  the  50/50  win¬ 
ners’  circle  includes  some  of  the 
business  world’s  biggest  or 
best-known  brands:  Coldwell  Banker 
Corp.,  Kodak,  Federal  Express  Corp., 
Sprint  PCS,  Visa  International,  The  Wall 
Street  Journal  Interactive  Edition  and 
United  Parcel  Service  of  America  Inc., 
among  others.  Not  surprisingly,  those 
companies  also  boast  some  of  the  Web’s 
biggest  corporate  budgets:  UPS,  which 
handles  more  than  750,000  package¬ 
tracking  inquiries  daily,  spends  $1  bil¬ 
lion  annually  on  technology  (see  “De¬ 
liverance,”  Page  22). 

But  deep  corporate  pock¬ 
ets  aren’t  the  only  qualifica- 


Some  of 
this  year’s 
most 

aesthetically 
pleasing 
50/50  entries 
came  from 
nonprofit 
organizations 


tion  for  creating  terrific  Web  businesses 
or  building  customer  loyalty.  Some  of 
this  year’s  most  aesthetically  pleasing 
entries  came  from  non¬ 
profit  organizations. 

Among  them  is  Elder- 
hostel’s  site,  where  clean 
design  and  large  print 
make  it  easier  for  the 
organization’s  target 
over-55  audience  to  find 
and  register  for  courses. 

Massachusetts 
residents  will  find  it 
tough  to  be¬ 
lieve,  but  one  of  the  best 
customer-service  sites  is  the 
long-reviled  Common¬ 
wealth  of  Massachusetts 
Registry  of  Motor  Ve¬ 
hicles.  The  Registry  lis¬ 
tened  to  its  customers 
complaining  about  los¬ 
ing  too  many  hours 
standing  in  line  to  han¬ 
dle  simple  tasks  and  then 
designed  a  Web  site  to 
handle  transactions  that 


really  shouldn’t  require  a  personal 
visit,  such  as  renewing  a  registra¬ 
tion  or  paying  a  ticket. 

Finally,  as  befits  a  true  cross- 
section  of  the  Web’s  population, 
this  year’s  50/50  finalists  included 
at  least  one  casualty:  Thomson  & 
Thomson's  namestake.  This  nifty 
tool  let  users  research  trademarks 
and  domain  names,  offering  basic 
information  free  and  charging  for 
more  detailed  reports.  Namestake 
distinguished  itself  from  competi¬ 
tors  by  providing  data  not  just  for 
exact  matches  but  for  close  match¬ 
es  as  well,  such  as  sites  with  slight 
variations  in  spelling  or  punctua¬ 
tion.  The  site  also  searched  banner 
ads  and  offered  visitors  free  advice 
on  topics  such  as  what  to  do  if 
another  company  had  already 
snagged  their  top-choice  domain 
name.  Users  swarmed  to  names¬ 
take,  analysts  praised  it,  several 
customers  credited  it  with  helping 
them  protect  their  online  brands. 
The  problem?  Ironically,  names¬ 
take  worked  too  well.  Thomson 
&  Thomson  had  hoped  the  site 
would  complement  the  company’s 
main  Web  business,  Saegis,  a  sim¬ 
ilar  but  far  more  sophisticated  subscrip¬ 
tion  service  aimed  at  intellectual-proper¬ 
ty  lawyers  willing  to  pay  well  for  such 
valuable  information. 
Instead,  namestake  ap¬ 
peared  to  be  pulling  traf¬ 
fic  away  from  Saegis.  As 
a  result,  Thomson  & 
Thomson  shut  down 
namestake  earlier  this 
year.  Because  Saegis  was 
the  original  model  for 
namestake,  50/50  judges 
opted  to  honor  Saegis 
instead. 

In  a  way,  namestake’s  disappearance 
sounds  an  important  cautionary  note  in  a 
symphony  of  success  stories.  In  the  un¬ 
charted  waters  of  Web  business,  a  seem¬ 
ingly  unsinkable  venture  may  run  smack 
into  an  iceberg  that  even  a  sharp-eyed 
lookout  didn’t  spot.  Meanwhile,  dozens 
of  other  ventures  continue  to  thrive;  you’ll 
find  those  stories  and  their  lessons  in  the 
following  pages.  EEl 

Senior  Editor  Anne  Stuart  can  be  reached 
at  astuart@cio.com. 
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But  you  can  make  it  work. 

Take  an  ever-growing  undisciplined  mass  and  shape  it  into  a  neat  and  orderly  pattern. 
Where  it  will  let  you  spot  trends  and  opportunities  and  ideas  and  targets, 
no  matter  who  or  what  it  is  you're  searching  for. 

All  you  need  is  the  right  data  engine  to  help  you  take  control  of  things. 

Informix  makes  the  world 's  most  complete  data  warehousing  solutions. 

Powered  by  our  advanced  analytic  engines,  they  're  designed  to  evolve  and  grow 
along  with  your  business.  Turning  data  warehousing  into  an  ongoing  process 
that  lets  you  take  full  advantage  of  the  data  you  already  have — or  will  ever  have. 


The  one  with  the  smartest  data  winsM 


To  learn  more  about  Decision  Frontier™,  and  take  that  first  step  to  gaining  more  insight  into  your  business, 
visit  www.informix.com.  or  call  1-800-33 1- 1 763. 


DATA  WAREHOUSING  i. INFORMIX  TRANSACTIONS  (OLTP) 

Advanced  Analytic  Industrial  Strength  Extremely  Fast,  Extensible 

Engines  Web  Engines  Transaction  Engines 


Inform/ 


www.informix.com 


internet  profile:  The  operations  center  at 
United  Parcel  Service  of  America  Inc.’s 
Windward  Data  Center  in  Alpharetta,  Ga., 


It's  8  o'clock — 


do  you  know 

/ 


where  your  UPS 
package  is? 
Finally,  you  can 
find  out. 


could  have  been  modeled  after  the  bridge  of  the  Starship 
Enterprise.  Three  large  screens  loom  above  a  console  lined 
with  a  bank  of  computer  monitors.  It’s  the  kind  of  setup  one 
might  expect  to  find  at  the  heart  of  the  world’s  largest  cel¬ 
lular  network.  All  that  is  missing  is  the  crew. 

The  technology  here  is  so  efficient  that,  since  the  building 
opened  four  years  ago,  it  has  taken  just  a  few  tweaks  to  ren¬ 
der  its  human  guardians  obsolete. 

Today,  instead  of  sitting  from  9  to  5  with  eyes  glued  to 
control  monitors,  the  staff  at  Windward  roams  the  prem¬ 
ises  tending  to  other  business  and  responding  to  the  chirps 
of  beepers  that  warn  of  potential  problems.  On  most  days 
in  the  operations  center,  no  one  even 
bothers  to  turn  on  the  lights. 

UPS  is  a  company  that,  more  than 
most,  understands  the  direction  of  the 
winds  of  technological  change.  To 
keep  ahead  of  the  curve,  the  world’s 
largest  shipper  of  small  packages  con¬ 
sistently  made  technology  investments 
in  excess  of  $1  billion  a  year  in  the  past 
decade.  Most  of  that  money  goes  for  technology  that  leads 
in  one  way  or  another  to  this  intentionally  unobtrusive  gray 
building  about  40  miles  north  of  Atlanta.  With  electricity 
feeds  from  two  different  grids,  with  enormous  chillers  and 
room  after  room  of  battery  backups,  with  generators  pow¬ 
erful  enough  to  service  25,000  homes,  the  vast  gray  space 
houses  exactly  half  the  UPS  data  engine. 

A  thousand  miles  away  in  Mahwah,  N.J.,  a  mirror  build¬ 
ing  shares  the  load.  Together  they  log  the  positions  of  the  1 3 
million  packages  that  UPS  ships  each  day. 

The  UPS  package-tracking  process  is  one  of  the  more 
remarkable  disciplines  of  corporate  America.  Whenever  a 
package  moves  from  one  transport  vehicle  to  another  or  to  its 

The  Browning  of  America:  Richard  Foard  (left) 
and  Tom  Daly  packaged  relationship-building 
in  UPS’s  Web-based  tracking  system. 
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end  customer,  that  movement  is  instantly 
recorded  and  uploaded  to  the  databases 
in  Windward  and  Mahwah,  where  it 
becomes  available  to  virtually  all  UPS  cus¬ 
tomers  via  www.ups.com. 

UPS  believes  it  is  the  biggest  and  busi¬ 
est  data-processing  center  in  the  world. 
And  it  is,  without  doubt,  one  hell  of  a 
back  end  for  the  50/50  winning 
Web  site  www.ups.com. 


they  could  put  this  new  thing  called  the 
Internet  to  good  use. 

One  idea  was  to  use  the  Web  site  to  let 
people  learn  the  cost  of  shipping  a  pack¬ 
age.  Another  was  to  give  everyone  with  a 
Web  connection  the  same  tracking  infor¬ 
mation  that  had  for  years  been  available 
to  a  select  few  within  the  company. 

Today,  while  there  is  no  one  sitting  in 
the  UPS  control  room,  shipping  clerks  all 


ing  the  holidays, 

3.5  percent  of  all  Internet  traffic  passed 
through  the  UPS  Web  site. 


If  You  Build  It 

The  Windward  facility  was,  of  course,  not 
built  merely  to  serve  a  Web  site.  But  about 
the  time  that  the  data  center  was  coming 
online  in  1995,  executives  in  UPS’s  luxu¬ 
rious  headquarters  a  few  miles  closer  to 
Atlanta  began  having  ideas  about  how 


over  the  country  are  busily  logging  on  to 
www.ups.com  and  learning,  UPS  hopes, 
that  their  packages  are  safe  and  on  track 
and  will  arrive  within  hours. 

Each  day,  in  fact,  the  Web  site  gets 
about  750,000  inquiries  as  to  the  where¬ 
abouts  of  packages.  It  also  gets  60,000 


requests  for  information  about  shipping 
prices  and  40,000  requests  for  infor¬ 
mation  about  time  in  transit.  The  site, 
with  7,000  pages  delivered  in  14  lan¬ 
guages,  is  easy  to  use,  lightning  fast  and  a 
pleasure  to  look  at. 

Tom  Daly,  interactive  communications 
manager  at  UPS,  says  that  each  day  about 
2.1  to  3.2  percent  of  all  Internet  traffic 
stops  at  this  site.  “During  the  holiday 
peak,”  says  Daly,  “that 
number  climbed  to  3.5  per¬ 
cent  of  all  Internet  traffic. 
We  were  tracking  a  million 
packages  a  day.” 

It  is  Daly’s  job  to  make 
sure  the  Web  site  pushes 
the  august  UPS  brand  as 
well  as  it  can.  And  at  UPS 
branding  is  very  serious  business.  The 
company  is  one  of  only  three  that  have 
gone  to  the  trouble  to  actually  trade¬ 
mark  a  color  (the  only  company  to  trade¬ 
mark  any  shade  of  brown). 

“UPS  is  the  dominant  player  in  small- 
package  movement,”  says  the  enthusi- 


great  moments  in  disaster  prevention 
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Seat  belts  become  standard  equipment. 
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astic  Daly.  “We  move  more  packages 
than  Federal  Express  Corp.  and  the 
United  States  Postal  Service  combined. 
At  any  one  time  at  least  5  percent  of  the 
U.S.  GDP  is  somewhere  in  our  system.” 

Getting  on  Track 

Daly  admits  that  his  colleagues  on  the  IS 
and  site  architecture  sides  of  the  Web  site 
must  occasionally  struggle  to  keep  his 
branding  efforts  in  check.  Working  to¬ 
gether,  he  says,  is  often 
complicated,  but  when 
collaboration  between 
marketing,  customer 
communications  and 
information  technol¬ 
ogy  works  as  well  as  it 
does  here,  the  payoff  is 
huge.  Daly  says  the 
Web  site  delivers  value 
and  services  that  would 
cost  10  times  as  much 
to  deliver  without  the  Internet.  Much  of 
that  value  comes  from  helping  corporate 
customers  save  a  bundle.  The  package 


tracking  capability,  for  example,  while 
built  for  UPS’s  own  use,  can  be  placed  on 
the  servers  of  any  company  that  ships 
with  UPS. 

“We  could  integrate  UPS  tracking 
into  any  company’s  system  in  15  min¬ 
utes,”  says  Daly.  “And  we  do.  If  you  go 
to  the  Web  site  of  Marshall  Industries, 
for  example,  and  you  want  to  track 
something  that  you’ve  ordered,  you’re 
using  UPS  tracking.” 

For  Marshall  Indus¬ 
tries,  that  means  sav¬ 
ings.  Rakesh  Sapra, 
director  of  interactive 
marketing  at  UPS  says 
that  he  has  seen  studies 
showing  that  15  percent 
of  calls  to  merchants 
that  ship  products  come 
from  customers  who 
want  to  know  when 
their  orders  will  arrive. 
A  telephone  response  can  cost  the  mer¬ 
chant  about  $2  per  call.  A  Web-site-based 
service  gets  that  cost  down  to  a  dime. 


presenting  SmartFind 
the  smartest  way 


“The  cost  to  merchants  is  literally  noth¬ 
ing,”  says  Sapra.  “They  can  use  online 
tools  to  display  the  information  any  way 
they  want.” 

Just  the  Beginning 

Sapra’s  vision  of  what  the  Web  site 
should  be  is  much  larger  than  what  it  is. 
He  hopes  to  allow  any  customer  to 
transact  any  business  anywhere,  any¬ 
time.  What  UPS  has  done,  he  says,  is  just 
the  beginning. 

“We’ve  been  looking  at  how  cus¬ 
tomers  interact  with  UPS,”  says  Sapra. 
“Initially,  they  want  to  find  out  how 
long  it  takes  to  ship  something  and  how 
much  it  costs.  So  we  built  a  site  that  lets 
them  find  out  from  any  point  in  the 
country  to  any  destination  that  we  serve 
what  is  the  time  in  transit  and  what  is 
the  cost.  If  they  then  decide  to  ship  with 
us,  they  can  request  a  pickup,  or  they 
can  find  the  nearest  drop-off  location. 
Then,  while  the  shipment  is  in  transit, 
they  can  go  to  the  Web  site  to  find  out 
not  only  where  the  shipment  is  but  more 


piusr 

to  prevent  a  Y2K  disaster 


What  seat  belts  did  for  automobile  safety, 
Micro  Focus  SmartFind  Plus™  from  MERANT  is 
doing  to  curb  Y2K  problems  before  the  year  2000. 

Here’s  a  chance  to  fill  the  void  that  industry 
analysts  say  is  missing  from  many  remediation 
projects:  verification.  Micro  Focus  SmartFind 
Plus  automates  and  documents  not  only  the 
find  and  fix  phases,  but  also  the  verify  phase 
of  your  Y2K  project.  By  verifying  Y2K  code, 
your  organization  can  better  ensure  errors  are 
flagged  and  fixed  early,  and  Y2K  compliant 
applications  are  placed  into  production. 

Often  haphazard  remediation  efforts  cause 
as  much  trouble  as  they  find.  Micro  Focus 


SmartFind  Plus  identifies  missed  Y2K  problems 
as  well  as  new  problems  that  are  often 
introduced  during  any  remediation  effort. 

Need  proof  of  due  diligence?  Micro  Focus 
SmartFind  Plus  generates  reports  that  provide 
a  detailed  record  and  audit  trail  of  your 
compliance  effort.  So  check  out  SmartFind  Plus 
today.  It  could  be  a  real  disaster  if  you  don’t. 

Get  the  “Importance  of  Independently 
Verifying  and  Testing  Year  2000 
Remediation  Projects”  White  Paper  or 
100,000  lines  of  code  verified  FREE!1 
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important  what  time  it  will  be  delivered. 
It  is  our  goal  to  make  a  Web  site  that 
will  truly  delight  the  customer.” 

Building  a  site  that  was  fast  and  easy 
to  use  was  neither  fast  nor  easy.  The  first 
effort,  now  considered  rudimentary,  was 
launched  in  November  1994.  Six  months 
later,  guided  by  the  efforts  of  Corporate 
Development  Information  Technology 
Manager  Richard  Foard, 
UPS  began  playing  with  lim- 


all  over  the  world  using  less  than  state- 
of-the-art  technology  would  use  the 
site,  Daly  and  others  resolved  to  keep 
the  code  as  simple  as  possible. 

“We’ve  had  to  make  some  conces¬ 
sions  to  speed,”  says  Daly.  “But  we 
need  a  site  that  will  run  on  things  like 
Netscape  Navigator  1.0.  We  are  not 
going  to  use  certain  Web  browser  fea¬ 
tures.  We  don’t  use  rich  media,  and  we 
are  really  judicious  in  our  use  of  Java 


vice  750,000  times  a  day.  It’s  possible, 
staffers  say,  that  there  are  a  lot  of  neurotic 
shipping  clerks  out  there.  That  would  be 
fine.  As  far  as  UPS  is  concerned,  each  click 
on  the  package  tracker  is  an  important 
step  toward  a  tighter  customer  relation¬ 
ship. 

Tom  Daly  loves  it.  He  also  loves  hav¬ 
ing  the  expensive  real  estate  on  the  site’s 
home  page  to  help  pump  up  the  corpo¬ 
rate  image,  and  he  uses  it  to  post  infor- 


e  tracking  function. 


which  tells  users  exactly  where  their  package  is, 
is  called  into  service  750,000  times  a  day. 


ited  package  tracking,  and  in  July  1996 
it  put  up  a  beta  cost  calculator. 

Keep  It  Simple 

In  1997,  after  more  than  two  years  of 
in-house  designing,  UPS  honchos  de¬ 
cided  that  a  Web  site  of  such  magnitude 
would  require  architecting  expertise 
that  wasn’t  available  in-house.  They 
called  in  San  Francisco-based  Studio 
Archetype  Inc.,  a  design  firm  that  had 
worked  for  several  large  multination¬ 
als,  including  IBM  Corp.,  3Com  Corp., 
Fidelity  Investments  and  E-Trade 
Securities  Inc.  Studio,  as  it  is  called, 
designed  the  architecture  and  directed 
the  navigation  design  with  Tom  Daly 
coordinating  much  of  the  effort.  With 
the  understanding  that  customers  from 


On  Our  Web  Site 


cio.com 


script.  As  a  result,  the  site  we  have 
works  across  all  platforms,  and  it  is 
fast  as  all  get-out.” 

Because  the  company  has  long  had 
a  deep  bench  of  pro¬ 
gramming  talent,  UPS 
decided  to  keep  the 
mission-critical  cod¬ 
ing  and  hosting  in- 
house.  Today,  five  Sun 
servers  in  Windward 
share  the  load  with 
five  more  in  Mahwah, 
all  connected  to  the 
backbone  by  a  fat  DS3 
pipe  equal  in  band¬ 
width  to  28  T1  lines  that  can  carry 
51.84Mbps. 

The  new  site,  rearchitected  by  Studio 
Archetype  and  staffed 
by  45  full-time  UPS 
employees,  launched 
last  October,  and  since 
then  the  number  of  re¬ 
quests  for  services  has 
grown  steadily,  sur¬ 
prising  even  some 
who  built  the  services. 
While  UPS  packages 
have  been  arriving  re¬ 
liably  for  91  years, 
Web  site  staffers  have 
learned  that  certainty 
is  not  enough.  The 
tracking  function, 
which  tells  users  ex¬ 
actly  where  their  pack¬ 
age  is,  is  called  into  ser- 


mation  about  such  things  as  quarterly 
results  and  executive  appointments. 

Daly  hopes  to  use  the  site  as  the 
launching  pad  for  other  new  UPS  ser¬ 
vices,  such  as  the  Doc¬ 
ument  Exchange  func¬ 
tion  launched  in  June 
1998,  a  kind  of  elec¬ 
tronic  registered  letter 
service.  Document  Ex¬ 
change  is  designed  to 
provide  some  comfort 
to  people  who  use 
e-mail  to  send  business- 
critical  or  personal  doc¬ 
uments.  With  Document 
Exchange,  the  sender  can  verify  e-mail 
addresses  before  dispatching  a  message, 
encrypt  documents  and  receive  verifi¬ 
cation  that  the  document  has  been 
received,  by  whom  and  when. 

As  far  as  Daly  is  concerned,  the  site  is 
a  great  success,  but  like  all  good  Web 
sites,  it  is  doomed  to  eternal  incomple¬ 
tion.  New  functions,  among  them  the 
capability  for  any  customer  to  pay  for 
shipping  with  a  credit  card,  are  waiting 
in  the  wings.  Daly  isn’t  sure  where  ex¬ 
actly  Web  technology  will  lead  UPS,  but 
wherever  it  goes,  there  is  a  pretty  good 
chance  that  UPS,  with  its  billion-dollar 
technological  infrastructure  and  its  trade¬ 
mark  brown  trucks,  has  already  been 
there.  Ubiquity  is  not  a  new  concept  for 
this  company.  EE1 


Senior  Editor  Art  Jahnke  can  be  reached 
at  ajahnke@cio.com. 
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All  resumes  contain  a  certain  amount 
of  “spin,”  so  it's  hard  to  compare  one 
candidate  to  another.  Unless  you  use 
the  resume  management  features  of 
Monster.com. 

Searching  a  million  resumes  is  easier 
than  you  think.  We  can  sort  them 
automatically  by  the  criteria  most 
important  to  you. You  can  even  email 
resumes  that  pique  your  interest  to 
other  Monster.com  users  and  attach 
your  comments  without  ever  having 
to  leave  your  browser. 

Our  skill  screens  let  candidates  more 
accurately  communicate  their  talents 
when  they  apply  for  your  jobs.  You 
create  specific  requirements,  they  give 
specific  details.  Results  are  sorted  and 
sent  to  you  automatically.  And  our 
management  tools  let  you  track  the 
response  rates  and  reply  to  applicants 
any  way  you  want.  Automatically. 

Find  out  if  candidates  can  actually  do 
the  jobs  you  need  to  fill  -  based  on 
their  training  and  experience,  not 
what  they  imply  by  their  resumes. 
Become  a  Monster.com  member  and 
hire  smart  people  more  intelligently. 


This  year's 


50/50  intranets 


are  developing 
double  vision — 


serving 


customer  sets 


both  behind 


and  beyond 
the  firewall 


by  lew  mccreary  and  tim  horgan 


II 


intranet  overview:  When  we  inaugurated  the 
CIO  Web  Business  50/50  Awards  two  years 
ago,  we  decided  to  rope  the  extranets  into 


the  intranet  category.  This  was  hardly  a  no- 
brainer.  After  all,  extranets — like  Internet 
sites — are  essentially  outward  facing.  But 
we  reasoned  that  extranets  would  ulti¬ 
mately  derive  the  bulk  of  their  utility  more 
by  drawing  on  resources  behind  the  fire¬ 
wall  than  on  those  in  front  of  it.  As 
intranets  grew  more  muscular  (meaning 
rich  in  application  content  and  integrated  with  back-end 
systems),  they  would  provide  the  raw  material  for  the  value 
extended  to  suppliers,  distributors  and  other  third-party 
collaborators. 

Eventually,  we  figured,  increasing  numbers  of  inwardly 


focused  intranets  would  turn  outward, 
becoming  the  standard  business  face  pre¬ 
sented  to  the  extended  enterprise. 

This  year  we  learned  that  our  deci¬ 
sion — a  close  call  two  years  ago — was 
actually  a  pretty  good  one.  As  we  waded 
into  the  judging  process,  expecting  to  find 
profusions  of  fledgling  business  portals 
(portalization  being  the  buzz  concept  of  the  moment),  we 
found  instead  an  unexpectedly  large  flock  of  entries  char¬ 
acterized  by  their  varied  adventures  in  customer  care. 
Whether  they  addressed  dealers  in  a  distribution  chan¬ 
nel,  a  network  of  geographically  dispersed  product 


ILLUSTRATION  BY  JON  FLAMING 


designers,  an  exclusive  community  of 
end  consumers  or  a  single  trading  part¬ 
ner,  these  sites  amounted  to  an  aggregate 
leap  up  the  evolutionary  ladder  toward 
enlightened  customer  interactions. 
Natural  selection  will  no  doubt  reward 
these  most  efficient  competitors. 

That’s  not  to  say  there  wasn’t  a  por¬ 
tal  or  two  (see  Senior  Writer  Sari  Kalin’s 
profile  of  Socrates,  the  General  Motors 
Corp.  employee  portal,  Page  36).  Or  a 
handful  of  impressive  knowledge  intra¬ 
nets  (including  winners  from  Nortel 
Networks  Inc.,  PricewaterhouseCoopers, 
AnswerThink  Consulting  Group,  3Com 
Corp.).  Or  the  requisite  number  of  clever 
HR-heavy  employee-information  sites 
(EDS  Corp.,  DCC  Inc.,  Concert  Com¬ 
munications  Services  and  others).  Or 
the  big  honking  (pardon  the  pun)  hop¬ 
pers  of  employee  information  resources 
(Ford  Motor  Co.). 

But  in  our  judgment,  1999  stands  as 
the  year  of  the  customer-care  extranet — 
almost  unsurprising  when  you  realize  that 
customers  of  all  types  and  sizes  increas¬ 
ingly  expect  to  be  kowtowed  to  online. 


In  many  instances,  the  winning  sites  have 
created  enormous  value  for  themselves 
and  for  their  customers  by  making  com¬ 
plex  underlying  business  processes  appear 
to  be  simple — and  making  themselves 
easier  to  do  business  with. 

Here  are  some  of  1999’s  highlights. 

Customer  Care 

The  best  examples  of  this  trend  don’t 
stop  at  simply  being  easy  to  do  business 
with;  they  work  toward  making  their 
customers  more  successful.  PHH  Inter- 
Active,  the  extranet  site  of  PHH  Vehicle 
Management  Services,  of  Hunt  Valley, 
Md.,  has  the  mission  of  giving  belea¬ 
guered  corporate  automotive  fleet  man¬ 
agers  useful  information  about  driver 
safety  and  vehicle  usage  that  are  sure  to 
yield  cost  savings  and  operational  effi¬ 
ciencies. 


With  auto  dealers  making  most  of  their 
money  on  service,  the  Customer  Service 
&  Parts  Operations  division  of  Mazda 
North  American  Operations  shrewdly 
focuses  its  extranet  on 
providing  timely  auto¬ 
motive  service  data  to 
dealership  repair  techni¬ 
cians  (remember  when 
they  were  called  me¬ 
chanics?).  Dynamic  con¬ 
tent  is  triggered  by 
searching  on  vehicle 
identification  numbers, 
so  that  what’s  returned 
is  information  that 
applies  only  to  the  individual  vehicle.  This 
leads  to  increased  technician  productivity, 
a  higher  likelihood  of  “fixing  it  right  the 
first  time,”  and  to  an  overall  rise  in  cus¬ 
tomer  satisfaction.  It  also  assures  speed¬ 
ier  absorption  of  service  bulletins  and  bet¬ 
ter  compliance  with  changes  in  policies 
and  procedures,  and  reductions  in  unnec¬ 
essary  warranty  repairs. 

One  of  the  winning  extranets  is  both 
the  point  of  customer  contact  and  the 


product  delivery  channel.  AvertNet,  from 
Avert  Inc.,  a  pre-employment  back¬ 
ground  screening  company  based  in  Fort 
Collins,  Colo.,  knits  suppliers,  partners 
and  data  sources  with  its  more  than 
10,000  customers.  The  company  takes 
upward  of  3,000  online  orders  a  day  for 
its  “complex,  highly  regulated  products” 
(individual  background  checks). 
Originally  envisioned  as  likely  to  account 
for  no  more  than  a  third  of  Avert’s  over¬ 
all  business,  the  2-year-old  extranet  now 
drives  more  than  70  percent  of  the  com¬ 
pany’s  $10  million  in  total  revenues — 
and  is  climbing  toward  80  percent  this 
year. 

Sometimes  customers  use  extranets  to 
take  the  initiative  in  caring  for  themselves. 
The  U.S.  Naval  Aviation  Depot  in  Jack¬ 
sonville,  Fla.,  was  a  winner  last  year  with 
an  assortment  of  applications  run  jointly 


by  itself  and  The  Boeing  Co.’s  St.  Louis 
operation,  in  support  of  the  Navy’s  T-45 
jet  fighter  training  program.  Both  parties 
are  back  this  year  with  a  slick  configura¬ 
tion-management  app 
that  syncs  up  each 
enterprise’s  heretofore 
incompatible  and  re¬ 
dundant  databases,  cre¬ 
ating  a  single  touch 
point  for  every  shred  of 
information  associated 
with  aircraft  configura¬ 
tion.  Drawing  on  many 
data  sources  across  the 
two  organizations,  this 
is  clearly  one  of  those  hide-the-complex- 
ity  ventures  that  can  be  successful  only 
when  there  is  a  high  degree  of  collabora¬ 
tion  and  trust. 

Business  Integration 

The  ability  of  an  extranet  to  offer  im¬ 
pressive  customer  value  depends  on  how 
well  integrated  it  is  with  underlying  busi¬ 
ness  processes  and  data  sources.  Many 
of  the  winning  intranet  entries  likewise 
show  signs  of  this  increasingly  broad 
and  deep  integration.  Cisco  Systems  Inc., 
Ford,  GM,  Sandia  National  Labora¬ 
tories — these  sites  have  been  at  it  for  a 
while,  driving  their  roots  both  down¬ 
ward  and  outward  in  an  interconnected 
latticework.  Many  such  venerable  sites 
are  now  at  a  point  far  beyond  being  sim¬ 
ply  a  tool;  like  the  kudzu  vine,  they  have 
overrun  the  earlier  information  ecosys¬ 
tem  to  become  their  businesses’  domi¬ 
nant  architecture  for  work. 

At  Ford,  for  example,  there  are  formal 
targets  for  expanding  employee  partici¬ 
pation  in  the  intranet  and  for  making  it  an 
increasingly  indispensable  daily  resource. 
At  present,  100  percent  of  Ford’s  vehicle 
program  teams  use  the  intranet  (the  for¬ 
mal  target  was  75  percent);  and  on  it  they 
can  expect  to  find  90  percent  of  the  infor¬ 
mation  they  need  to  do  their  jobs  (that  tar¬ 
get,  too,  was  75  percent).  Consistent  with 
the  intranet’s  founding  mission  state¬ 
ment — “the  Web  is  the  way” — Ford  is 
seeking  nothing  less  than  total  participa¬ 
tion  and  utility.  Sandia  is  another  site  that 
styles  itself  as  a  utility  faucet  from  which 
flows  everything  the  employee  needs. 

Cisco’s  employee  intranet  is  a  similarly 
pervasive  resource.  (This  is  Cisco’s  third 
50/50  intranet  win;  we  may  have  to  give 
the  company  a  lifetime  achievement 


stands  as  the  year  of  the 
customer-care  extranet. 
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CA-World  1999  Is 
The  Most  Exciting, 
Educational,  And 
Productive  Conference 
OF  The  Year. 

Whether  you’re  a  developer,  a  man¬ 
ager,  an  IT  executive,  a  CIO,  or  an 
analyst,  CA-World  1 999  offers  you 
more  than  any  other  technology 
conference.  It's  a  unique  opportunity 
to  mingle  with  the  smartest  and  most 
experienced  IT  professionals,  and  hear 
from  world  and  high-tech  industry 
leaders.  That's  why  for  six  action- 
packed  days,  July  18-23,  more  than 
25,000  of  the  world’s  best  and 
brightest  will  converge  on  New 
Orleans  to  create  the  best 
CA-World  ever. 


Qomp 

/.ssoc 


UTER® 
ASSOCIATES 

Software  superior  by  design. 


Keynote  Speeches 
By  An  All-Star 
Lineup. 

Want  to  hear  about  the  future  from 
the  players  who  have  a  hand  in  cre¬ 
ating  it?  Led  by  Charles  B.  Wang, 
Chairman  and  CEO,  and  Sanjay 
Kumar,  President  and  COO  of 
Computer  Associates  International, 
Inc.,  this  year’s  lineup  also  includes 
former  U.S.  President,  Jimmy  Carter, 
and  Intel’s  Chairman,  Andrew  S. 

Grove,  and  President,  Craig  R.  Barrett. 


More  Technology, 
More  Education, 
More  Solutions. 

Now  in  its  fifth  year,  CA-World  1999 
is  host  to  1 2  user  conferences  with 
over  3,000  educational  and  training 
sessions  on  everything  from  neural 
networks  and  predictive  manage¬ 
ment,  to  building  killer  Web  apps. 
With  courses  on  Java,  e-commerce, 
object  technology,  and  network 
management,  the  FREE  Pre- 
Conference  Education  alone  is  worth 
the  trip.  And  at  more  than  350,000 
square  feet,  this  year’s  World 
Resource  Center  is  our  largest  ever. 


From  Virtual 
Reality  To  Artificial 
Intelligence,  Come 
Explore  The  Fun  of 
Software! 

CA-World  1999  is  the  perfect  com¬ 
bination  of  education,  training,  and 
good  old-fashioned  fun!  You’ll  be 
amazed  as  you  explore  all  kinds  of 
eye-opening  exhibits  showing  just 
how  cutting-edge  technology  can 
take  your  business  to  new  levels 
never  thought  possible.  Act  now  to 
take  advantage  of  special  discounts. 
Don’t  delay — reserve  your  spot 
today! 


July  18-23, 1999,  New  Orleans. 

To  register  or  for  more  info  relation, 
please  call  1-877-CAWORLD  (22^753)— 
or  1-516-342-6600,  or  visit  us  at  www.caworld.com 

Register  online  for  an  additional  discount! 


©1999  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 
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award  and  retire  it  from  the  competi¬ 
tion.)  The  intranet’s  development  model 
is  so  democratic  and  dispersed  that  every 
one  of  the  company’s  16,000-plus  em¬ 
ployees  is  counted  as  a  Web  developer. 
Virtually  all  IT  development  at  Cisco  is 
Web-based,  done  and  funded  at  the  ini¬ 
tiative  of  the  requesting  department.  In 
other  words,  the  business  groups  get  to 
build  what  they  need,  and  infrastructure 
and  support  are  provided  centrally. 
While  the  site’s  ROI  is  impressive  ($35 
million  annually  in  claimed  bottom-line 
benefit  from  Web-based  employee  ser¬ 
vices),  the  most  stunning  statistic  relates 
to  Cisco’s  revenue  per  employee:  a  whop¬ 
ping  $650,000.  Cisco  credits  its  intranet 
for  a  lot  of  the  productivity  benefit  that 
makes  that  figure  so  high. 

Nike  Inc.,  famous  for  being  virtual,  uses 
an  extranet  to  construct  a  global  network 
of  200  or  so  footwear  designers,  offering 
knowledge-sharing  and 
collaboration  support 
“from  an  idea  through 
manufacturing.”  His¬ 
torically  accustomed  to 
working  with  paper  and 
reluctant  to  trust  the 
reliability  of  online  de¬ 
sign  documents,  Nike’s 
designers  have  finally 
learned  to  just  do  it  on 
the  Web.  (Stay  tuned  for 
a  profile  next  month  of  the  Nike  intranet’s 
global  reach.)  The  site  unifies  multiple 
heterogeneous  data  sources  within  a  sin¬ 
gle  interface — another  example  of  the 
value  of  integration. 

Concert  Communications  Services 
melded  its  corporate  intranet  (Concert 
InSite)  and  distributor  extranet  (Concert 
Connection,  a  50/50  winner  last  year) 
into  a  single  hybrid  entry  because  the 
two  sites  “are  developed  and  utilized  as 
an  integrated  Web  solution.”  This  is  a 
case  of  the  right  and  left  hands  working 
in  thorough  synchronization — some¬ 
thing  we  think  is  pretty  smart.  While 
funding  comes  from  two  main  func¬ 
tional  entities  (corporate  communica¬ 
tions  and  IT),  leadership  and  decision 
making  are  done  in  concert  (so  to 
speak),  with  input  from  various  com¬ 
panywide  constituents.  The  integrated 
intranet  and  extranet  are  thought  of 
within  Concert  as  a  “Web  suite”  serv¬ 
ing  all  of  the  company’s  audiences — 
inside  and  out. 


Buckets  of  Knowledge 

Besides  Ford’s  and  GM’s  big  honking 
hoppers,  other  winners  showed  off  ambi¬ 
tious  knowledge  management  intranets. 
AT&T  Corp.  entered  a  niched  approach  to 
knowledge  management  with  a  site 
aimed  at  supporting  its  3,000  worldwide 
salespeople.  Information  and  Knowledge 
Exchange  (IKE)  integrates  groupware, 
databases,  custom  apps,  industry  and  cus¬ 
tomer-specific  news,  collateral  materials, 
contracts  and  presentations.  Knowledge 
is  great  as  far  as  it  goes,  but  it  ought  to 
have  discernible  ROI.  AT&T  appears  to 
have  in  place  some  useful  metrics  for 
tracking  value.  For  example,  the  com¬ 
pany  claims  sales  proposals  can  be  com¬ 
pleted  with  IKE  in  half  the  time  required 
using  previous  methods;  requests  for 
complex  information  can  be  answered  in 
4  hours  rather  than  48;  salespeople  save 
an  average  of  4  to  6  hours  a  week  (pro¬ 
ducing  a  productivity 
benefit  of  $26  million 
per  year);  the  company 
realized  a  “selling  op¬ 
portunity”  benefit  of 
$25  million  in  1998; 
and  it  achieved  a 
$2.4  million  annual  de¬ 
crease  in  system  support 
costs  for  IKE  versus 
prior  solutions  (e-mail 
and  legacy  systems). 

Smaller  enterprises  can  play  too. 
AnswerThink  Consulting  Group,  a 
2-year-old  IT  consultancy  in  Consho- 
hocken,  Pa.,  calls  its  intranet  (known 
as  Mind-Share)  the  company’s  “central 
nervous  system.”  AnswerThink  puts  a 
high  value  on  each  employee’s  content 
contributions.  Some  businesses  merely 
say  that;  but  AnswerThink  has  made 
online  knowledge  sharing  a  key  per¬ 
formance  metric — employees  are  eval¬ 
uated  on  the  volume  of  their  contribu¬ 
tions  to  Mind-Share.  One  of  the  great 
things  about  being  a  young  company  is 
not  having  a  lot  of  historical  inertia  to 
overcome.  If — as  AnswerThink  has 
done — you  set  out  to  consciously  archi¬ 
tect  your  knowledge  base  as  you  build 
the  business,  one  activity  helps  accel¬ 
erate  the  other. 

Content  Management 

This  year  we  see  development  method¬ 
ologies  becoming  more  orderly,  rigorous 
and  “intentional”  (to  use  a  designer  term 
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that  suggests  the  opposite  of  “improvi- 
sational”).  While  some  sites  (Cisco 
Employee  Connection,  for  example)  are 
broadly  permissive  in  terms  of  allowing 
anyone  to  publish  content,  they  also  pro¬ 
vide  a  safety  net  of  tools,  templates  and 
tactics  for  doing  so. 

The  government’s  banking  regulator 
and  insurer,  the  Federal  Deposit  Insurance 
Corp.  (FDIC),  put  in  place  a  suite  of  data 
warehouse  analytical  tools  that  were 
developed  with  plenty  of  user  involve¬ 
ment  and  testing  (in  a  usability  lab  set¬ 
ting).  As  a  result,  its  ultimate  design  is 
both  forgiving  of  novice  users  (hiding  the 
complexity  of  SQL  queries,  for  instance) 
and  flexible  enough  to  allow  the  agen¬ 
cy’s  power  elite  to  stretch  out.  (One  of 
the  tools  replaced  a  Y2K  noncompliant 
system,  saving  the  FDIC  $800,000  in 
remediation  expense.) 

The  PHH  extranet  is  another  data 
warehouse  solution  built  with  rigor  and 
forethought.  As  noted  above,  the  audi¬ 
ence  consists  of  external  customers  who 
were  part  of  the  rapid  prototyping  ap¬ 
proach  to  building  the  system.  Essentially, 
the  resource  was  built  to  the  customers’ 
specs.  And,  as  PHH’s  entry  described  it, 
the  site  development  “mantra  [was] 
design  big,  build  small.”  The  resource 
grew  in  iterated  pieces — to  the  point 
where  it  now  is  “approaching  a  terabyte 
in  size.” 

In  Our  Judgment... 

Finally,  we  offer  an  addendum  of  praise 
to  our  own  special-purpose  intranet, 
developed  by  Web  monkey  Dagmar 
Eiben  to  facilitate  the  CIO  Web  Bus¬ 
iness  50/50  judging  process.  If  there 
were  5 1  intranet  awards  to  bestow,  we 
would  happily  give  one  to  Dagmar, 
who  architected  a  wonderfully  flexible, 
user-friendly  application  for  reviewing, 
annotating  and  administrating  the 
nearly  800  entries  we  received  this  year. 
Under  a  short  deadline  and  a  lot  of  pres¬ 
sure,  she  conducted  her  “usability  lab” 
on  the  fly  and  produced  a  resource  that 
made  the  arduous  judging  activity 
much  more  efficient  than  we  ever  imag¬ 
ined.  Have  you  thanked  your  Web 
monkey  lately?  EEl 

Editorial  Director  Lew  McCreary  can 
be  reached  at  mccreary@cio.com.  Vice 
President  of  Technology  Tim  Horgan 
can  be  reached  at  thorgan@cio.com. 
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INTERNETWORKING 
POWERED  BY  BBN 


1-800-472-4565  or  www.internetworking.gte.com 
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e-business 


IBM  e-commerce  software  powers  the  REI  online  store 
—  and  sales  that  exceed  projections  by  over  360%. 

Can  IBM  e-commerce  software  help  you? 


IBM  software  is  helping  thousands  of  companies  build,  run  and  manage  powerful 
interactive  e-commerce  Web  sites.  For  REI,  that  means  everything  from  state-of-the- 
wilderness  gear  you  can  buy  to  clinics  on  outdoor  skills,  enthusiast  bulletin  boards 
and  a  world  of  trips  and  tours.  The  scope  of  REIs  offerings  led  them  to  IBM. 

IBM  software  provides  the  building  blocks  for  all  facets  of  e-business,  including 
secure  payments,  electronic  catalogs,  and  order  processing.  For  REI,  proven 
products,  such  as  Net.  Commerce,  DB2  Universal  Database"  and  IBM  Firewall  deliver 
the  scalability,  rebability  and  security  it  takes  to  reach,  sell  and  service  a  growing 
community  of  outdoor  enthusiasts. 

The  results  have  been  nothing  less  than  astonishing.  In  the  first  quarter  alone,  REI’s 
sites  generated  online  sales  that  exceeded  projections  by  over  360%.  And  these 
e-sales  are  4  times  the  size  of  those  in  their  brick-and-mortar  counterparts.  Bottom 
line,  REI  is  growing  profits  far  beyond  its  wildest  expectations. 

REI  is  just  one  example  of  the  thousands  of  e-commerce  businesses  IBM  software  has 
helped  build  and  grow.  From  Web  storefronts  to  integrating  your  business  systems  and 
supply  chains,  IBM  offers  a  breadth  of  software  products  simply  unmatched  by  anyone. 
All  backed  by  the  know-how  and  support  of  IBM  and  its  Business  Partners. 


Profit  from  the  learning  of  over  10,000  e-businesses  with 
IBM  online  resources  and  our  free  e-commerce  Roadmap. 
Visit  www.ibm.com/sofiware/ec/roadmap 


Net.Commerce 

. 

Enables  you  to  market  and  sell 
in  a  secure  and  scalable  way 
on  the  Internet.  Award  winning 
software  provides  integrated 
e-commerce  capabilities,  from 
site  creation  to  online  payments 


MQSeries® 

Helps  you  integrate  new  and 
existing  applications  into  your 
e-commerce  solution.  Fully 
Java™enabled,  MQSeries  is 
the  world’s  leading  business 
integration  product  and  works 
across  more  than  35  platforms. 


DB2  Universal  Database 

.  . -j 

Has  the  speed,  scale  and 
reliability  to  meet  any  demand, 
with  seamless  integration  from 
virtual  storefront  to  back-end 
core  business  systems. 


WebSphere™ 

WebSphere  Application  Server 
extends  core  business  functions 
to  Web  clients  and  vice  versa. 
Built-in  connectors  to  databases 
and  other  systems  help  meet 
high  transaction  demands  on 
existing  and  future  applications. 


IBM  software  can  help  you  build, 
run  and  manage  e-commerce 
solutions  on  all  major  platforms. 


IBM,  DB2  and  MQSeries  are  registered  trademarks  and  Universal  Database,  WebSphere  and  the  e-business  logo  are  trademarks  of  International  Business  Machines  Corporation.  Java  and  all 
Java-based  trademarks  and  logos  are  trademarks  of  Sun  Microsystems,  Inc.  in  the  United  States,  other  countries,  or  both.  Other  company,  product  and  service  names  may  be  the  trademarks 
or  service  marks  ot  others.  ©1999  IBM  Corn.  All  rights  reserved. 


intranet  portal 
to  transport 
information 
to  100,000 
employees 
worldwide 


intranet  profile:  During  Michael  Wiley’s 
interview  for  the  intranet  management 
job  at  GM,  no  one  dared  take  him  into 


the  conference  room  off  the  dim  marble  lobby  on  the  1 1th 
floor.  Once  he  started  work  at  the  automotive  giant’s  Detroit 
headquarters,  he  understood  why:  The  team  designing 
General  Motors  Corp.’s  companywide  intranet  had  turned 
the  conference  room  into  a  virtual  war  room.  Hundreds  of 
multicolored  stickies  papered  an  entire  wall.  Each  repre¬ 
sented  a  yet-to-be-created  site  on  the  proposed  intranet — 
an  intranet  that  promised  to  be  as  complex  as  the  $161  bil¬ 
lion  corporation  itself. 

Wiley  soon  realized  there  was  only  one  way  to  cut 
through  this  complexity  and  build  a  site  with  enough  mus¬ 
cle  to  serve  more  than  600,000  employees  worldwide: 
Rather  than  envision  the  intranet  as  a  single  entity  that 
would  dictate  content  for  all  of  GM,  Wiley  pictured  the 
intranet  as  a  central  directory  site  that 
would  link  to  locally  controlled  divi¬ 
sional  and  departmental  sites.  The  cen¬ 
tral  site  would  become  a  virtual  shuttle 
to  GM.  It  would  let  users  browse  and 
search  through  all  internal  GM  sites, 
adding  links  as  new  sites  went  online.  It 
would  become  GM  employees’  primary 
home  page,  offering  news,  information 
and  services  related  to  GM  as  a  whole  and  their  divisions  in 
particular.  In  short,  the  site  would  become  a  portal — an 
intranet  portal. 

Named  Socrates,  since  the  Greek  philosopher  would  be  rec¬ 
ognizable  worldwide,  GM’s  intranet  launched  in  June  1997. 
At  launch,  it  linked  to  40  internal  sites.  Today,  this  award-win¬ 
ning  CIO  Web  Business  50/50  site  links  to  and  lets  users  search 
across  more  than  500  internal  GM  sites.  The  site  reaches 
100,000  GM  employees  around  the  globe,  serving  up  more 
than  400,000  page  views  a  day.  “It’s  like  a  Yahoo  for  the  com¬ 
pany,”  says  Wiley,  whose  spiky  fringe  of  hair  seems  more  at 

Pedal  to  the  Metal:  CIO  Ralph  Szygenda  (right)  gave 
the  green  flag  to  Michael  Wiley  (left),  the  driving  force 
behind  GM’s  intranet  project. 
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home  in  New  York  City,  where  he  used 
to  work,  than  in  the  rust  belt. 

Balancing  Creativity 
and  Control 

Back  in  1996,  GM’s  communications 
group  explored  building  an  intranet  to  dis¬ 
tribute  press  releases  and  other  materials 
among  its  worldwide  staff.  Independently, 
GM’s  finance  and  HR  groups  also  got  the 
intranet  bug.  The  departments  formed  a 
team  to  brainstorm  about  building  a  GM- 
wide  intranet  for  all  employees. 

Two  new  executives  backed  the  idea 
early  on:  CIO  and  Vice  President  Ralph 
Szygenda,  formerly  CIO  at  Bell  At¬ 
lantic,  where  he  oversaw  the  telco’s  first 
intranet,  and  Vice  President  of  Com¬ 
munications  John  Onoda,  who  had 
been  at  Levi  Strauss,  another  early 
intranet  adopter  (Onoda  has  since 
moved  on  to  Visa  USA).  Even  so,  build¬ 
ing  an  intranet  would  not  be  easy  at  a 
company  that  does  business  in  125 
countries  and  sells  products  ranging 
from  SUVs  to  satellites. 

One  hurdle  was  the  cumbersome  pro¬ 
cess  of  getting  browsers  onto  100,000 
employees’  desktops.  Under  GM’s  out¬ 
sourcing  arrangement  with  Electronic 
Data  Services  Inc.  (EDS) — 
a  former  GM  division  spun 
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Another  hurdle  was  balancing  the 
need  for  creativity  against  the  need  for 
control.  The  intranet  team  feared  that 
if  it  didn’t  soon  establish  companywide 
standards  and  structure, 

GM’s  intranet  would 
become  as  chaotic  as 
the  Web  itself;  indeed, 
several  GM  engineering 
groups  had  already  de¬ 
veloped  numerous  in¬ 
tranet  sites.  But  the  team 
knew  that  it  would  be 
impossible — even  unde¬ 
sirable — to  have  iron- 
fisted  control  over  every 
intranet  site.  “On  the  Web,  you  want  to 
be  fast  to  market,  and  you  don’t  want 
to  put  up  a  lot  of  impediments,”  says 
Mark  Bougeaud,  GM’s  director  of 
Internet  technology,  who  was  involved 
in  Socrates  from  the  early  stages.  “But 
you  have  to  have  some  level  of  process 
around  it,  otherwise  you  have  the  Wild 
West.” 

On  Your  Mark 
at  the  Portal 

By  February  1997,  when  Wiley  started 
work  as  manager  of  emerging  technol¬ 
ogy  and  media  strategy,  the  intranet 
team  had  set  up  a  placeholder  site  for 
Socrates,  developed  a  basic 
style  guide  and  technical 
requirements,  plastered  the 


INTRANET 

1999 
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sites.  The  team  approached  divisions  that 
were  building  intranets  and  offered  them 
free  hosting  on  Socrates’  server.  It  also 
targeted  keepers  of  information  it 
wanted  to  see  on  Soc¬ 
rates  and  convinced 
them  to  build  sites.  All 
sites  had  to  follow  the 
basic  Socrates  style 
guide.  For  example,  the 
sites  were  supposed  to 
make  sure  every  page 
had  a  link  to  informa¬ 
tion  about  the  person  re¬ 
sponsible  for  the  page’s 
content  and  to  warn 
users  before  they  clicked  on  a  graphic 
larger  than  1 00K.  Many  guidelines  were 
in  response  to  the  limits  of  the  client  envi¬ 
ronment  at  the  time  (until  1998,  Nav¬ 
igator  2.0  was  standard,  as  were  13-inch 
monitors).  But  the  intranet  team  tried  not 
to  make  the  constraints  too  rigid,  since 
team  members  wanted  to  make  it  as  easy 
as  possible  for  departments  and  divisions 
to  launch  sites  and  add  them  to  Socrates. 

Since  the  launch  of  Socrates  in  June 
1997,  the  number  of  GM  employees 
with  Web  browsers  and  intranet  access 
on  their  desktops  has  grown  from 
5,000  to  more  than  100,000.  Similarly, 
the  sophistication  and  number  of  Web 
sites  accessible  via  Socrates  has  also 
grown;  available  content  ranges  from 
engineering  documents  to  employee 
401  (k)  plans.  “It’s  really  redefining  the 


you  want  to  be  fast  to  market,  but  you  have  to  have 
some  level  of  process  or  you  have  the  Wild  West.” 


-MARK  BOUGEAUD,  GM  DIRECTOR  OF  INTERNET  TECHNOLOGY 


off  in  1996 — GM  and  EDS  had  designed 
the  desktop  platform  so  that  users  were 
not  able  to  download  and  install  new 
software  themselves.  Szygenda’s  In¬ 
formation  Systems  and  Services  (IS  &  S) 
group  worked  on  getting  Netscape 
Communications  Corp.’s  Navigator 
browser  deployed  across  the  company. 
In  the  meantime,  says  Len  Marsico, 
director  of  communications  technology, 
the  intranet  team  worked  out  a  deal  with 
IS  &  S  so  that  individual  users  could  buy 
their  own  browsers  and  load  them  on 
their  machines. 


war  room  wall  with  stickies  to  outline 
the  scope  of  the  intranet  and  solicited 
proposals  from  Web  developers  to  build 
it.  Wiley  was  shown  to  the  war  room 
and  handed  a  stack  of  vendor  proposals 
to  evaluate.  His  first  thought  was,  this 
just  won’t  work.  He  suggested  instead  a 
simple  yet  powerful  idea:  Build  a  Yahoo¬ 
like  site  that  would  be  a  directory  to  all 
GM  intranet  sites  and  link  to  new  sites 
as  departments  and  divisions  built  them. 

For  the  idea  to  work,  GM  would  need 
to  make  it  easy  for  departments  and  divi¬ 
sions  to  develop  and  maintain  their  own 


way  whole  teams  work  together,” 
Bougeaud  says.  The  following  sam¬ 
pling  gives  an  indication  of  what’s 
online  and  how  it  has  changed  the  way 
GM  works: 

Training  Employees  can  search  GM 
University’s  catalog  of  classes  online, 
sign  up  for  online  and  in-classroom 
training,  and  complete  online  training 
programs.  They  can  also  set  up  individ¬ 
ual  development  plans  and  track  their 
progress;  supervisors  can  track  their 
employees’  progress  too. 
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Save  time  and  money,  and  apply  it 
directly  to  your  bottom  line  by  automating 
purchasing  and  expense  reporting. 

With  Remedy  Corporation’s  new 
Remedy  Purchasing@Work''  &  Remedy 
ExpensAble®@Work,  you  can  deliver 
savings  to  your  bottom  line  and  reduce 
indirect  spending.  Each  shares  a  common, 
Web-centric  interface,  so  information  is 
accessible  to  every  employee  anytime, 
anywhere  —  in  or  out  of  the  office. 

These  applications  automate  manual 
tasks  according  to  your  company’s 
business  rules,  so  you  can  track  purchase 
requisitions  and  expense  reports  from 
request  through  payment. 

Remedy@Work''  applications  free  you  to 
focus  on  more  strategic  activities  that  go 
straight  to  the  bottom  line. 

Like  all  Remedy  solutions,  Remedy 
Purchasing@Work  &  Remedy 
ExpensAble@Work  deploy  quickly  and 
adapt  seamlessly  to  changes  in  your 
business,  reducing  your  cost  of 
ownership  and  providing  a  fast  return  on 
your  investment  (ROl). 

That’s  why  60%  of  the  Fortune  100 
use  Remedy  solutions  in  over  6,800 
sites  worldwide. 

Calculate  your  bottom  line  savings  right 
now.  Visit  www.remedy.com/offer/roi2  for 
a  free,  customized  ROI  calculation  today. 
For  more  information  call  925-469-4250. 

Register  today  for 
FREE  SEMINARS 

www.remedy.com/ seminars 


BB  Remedy 
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in  Record  Time 


Communication  GM’s  communi¬ 
cations  department  has  a  home-grown 
content-management  system  for  rout¬ 
ing,  approval  and  posting  of  new  press 
releases  and  other  official  documents. 
Another  site,  for  GM’s  communications 
support  group  (CSG),  has  standardized 
and  streamlined  the  process  for  request¬ 
ing  graphical  services,  such  as  designing 
a  brochure;  the  request  can  be  entered 
on  the  intranet,  and  then 
CSG  puts  the  request  onto 


roughly  50  work-related  external  sites, 
such  as  www.gm.com ,  www.epa.gov 
and  www.bluebook.com. 

The  most  recent  Socrates  redesign  in 
April  made  the  site  look  even  more  like  a 
portal.  Users  find  content  three  ways:  via 
a  search  engine,  an  alphabetical  list  of  sites 
and  13  top-level  channels  or  categories. 
The  team  was  careful  to  give  the  channels 
general  names  that  would  always  be  rele¬ 
vant  to  GM,  such  as  “education  and  train¬ 
ing”  or  “manufacturing  operations” 
rather  than  naming  them  after  specific 
GM  divisions.  The  site  also  offers  GM 
news,  stock  price,  weather  in  cities  where 

5&J  mm 

also  offers  GM  news,  stock  price 
and  weather  in  cities  where  GM 
has  operations  and  rotating  ad 
banners  for  various  GM  divisions. 


an  extranet  where  outside  vendors  can 
see  it  and  decide  whether  they  want  to 
submit  a  bid. 

Best  Practices  A  new  best  prac¬ 
tices  area  lets  employees  across  the  com¬ 
pany  enter  descriptions  of  best  practices 
or  search  through  best  practices  entered 
by  others. 

Staffing  GM  is  pilot-testing  a  new 
Web  application  for  internal  posting  of 
engineering  and  finance  jobs  and  man¬ 
agement  of  the  job  filling  process.  Under 
the  pilot,  employees  are  able  to  submit 
resumes  online;  the  person  who  submit¬ 
ted  the  job  requisition  reviews  resumes 
from  employees  at  the  appropriate  job 
level;  if  no  one  internally  is  qualified  for 
a  given  job,  the  job  is  posted  on  the 
recruiting  area  of  GM’s  external  corpo¬ 
rate  Web  site. 

Wellness  GM  offers  an  employee 
wellness  questionnaire  online;  based  on 
their  answers,  employees  are  referred  to 
health  information  and  resources. 

Proxied  Web  Sites  Since  only 
about  15,000  of  GM’s  employees  are 
allowed  to  get  through  GM’s  firewall 
and  surf  the  Web,  Socrates  proxies 


GM  has  operations  and  rotating  ad  ban¬ 
ners  for  various  GM  divisions. 

The  architecture  of  Socrates  has  also 
been  modified  in  response  to  a  change  in 
the  way  GM  pays  for  Web  hosting  from 
EDS.  The  site  used  to  build  a  dynamic 
page  every  time  someone  hit  the  server, 
which  chewed  up  a  lot 
of  CPU  time.  In  the 
redesigned  version,  a 
server-side  Java  applica¬ 
tion  generates  new 
static  HTMT  pages 
every  five  minutes,  with 
updated  news,  ad  ban¬ 
ners  and  stock  quotes; 
the  site  then  serves  up 
these  static  pages  to  vis¬ 
itors.  Socrates  develop¬ 
ers  expect  the  change  to  save  90  to 
95  percent  on  CPU  utilization.  That’s  an 
important  savings,  since  GM  is  moving 
to  a  service-level-based  hosting  arrange¬ 
ment  with  EDS.  Under  that  approach,  it 
pays  only  for  the  “Webits” — Web  units 
of  work — it  uses,  much  the  same  way 
that  a  homeowner  pays  an  electric  com¬ 
pany  for  BTUs  used. 

GM  Communications  funds  Socrates, 
but  individual  departments  and  divisions 
pay  for  and  maintain  their  own  Web  sites. 
Since  1997,  GM  has  spent  only  about 


$2  million  on  development  and  mainte¬ 
nance  of  Socrates.  “It’s  a  pretty  small 
number  for  that  type  of  communication,” 
says  Szygenda,  who  oversees  GM’s  $4  bil¬ 
lion  IS  budget.  To  help  raise  additional 
money  for  Socrates-related  expenses, 
Wiley  says,  plans  are  underway  for 
Socrates  to  sell  ad  banner  space  to  GM 
divisions  (currently,  the  ads  are  free). 

Taking  on 
More  Passengers 

The  bulk  of  GM’s  600,000  employees 
do  not  have  access  to  Socrates,  primar¬ 
ily  because  they  work  in  manufacturing 
plants,  Wiley  says.  But  GM  is  planning 
to  pilot  intranet-connected  computer 
kiosks  for  use  on  the  shop  floor.  The 
goal  is  to  make  company  news  and 
resources  available  on  Socrates  to 
assembly-line  employees;  each  plant 
would  build  its  own  intranet  home  page 
where  it  could  share  plant-specific  infor¬ 
mation  with  workers,  such  as  the  plant’s 
progress  toward  its  production  quotas. 
Another  goal  is  to  develop  Web-based 
front  ends  for  existing  manufacturing 
applications,  so  managers  would  be  able 
to  access  the  applications  from  the  shop 
floor  kiosk  rather  than  having  to  leave 
the  floor  to  use  a  PC. 

Socrates’  development  team  is  also 
looking  to  copy  a  few  other  tricks  of  the 
portals  to  broaden  Soc¬ 
rates’  reach.  They  are 
considering  launching 
region-specific  variants 
of  Socrates  that  would 
be  managed  from  those 
regions,  much  the  same 
way  that  Yahoo  and 
other  portals  offer 
country-specific  ver¬ 
sions,  Wiley  says.  In  the 
future,  they  would  also 
like  to  offer  more  personalized  infor¬ 
mation  online — sort  of  a  “My  Socrates” 
area  where  employees  could  see  the  news 
most  relevant  to  them,  how  many  hours 
they  have  worked  or  how  much  vacation 
time  they  have  left.  To  Wiley,  the  future  of 
Socrates  seems  as  limitless  as  the  Web 
itself.  “It’s  incredible  the  progress  we  have 
made,”  Wiley  says.  “But  where  we  can  go 
is  just  incredible.”  EEI 

Senior  Writer  Sari  Kalin  can  be  reached 
at  skalin@cio.com. 
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“More  than  5000  Compaq  sales  and 
marketing  representatives  rely  on 
Siebel  applications.  Compaq  and  Siebel 
eBusiness  solutions  are  establishing 
a  new  standard  in  the  industry.” 


“We  standardized  on  Siebel 
software  for  our  sales  and 
business  development  activities. 
We  are  excited  about  their  new 
Web-based  products.” 


“Siebel  Web  applications  are  the  tried, 
tested,  and  proven  market  leaders  in  sales, 
marketing,  and  customer  service.” 

PrICEWATeRHOUs£(CDPERS  % 


Charles  Schwab 


COMPAQ 

Mike  Capellas 

CIO, 

Compaq  Computer  Corp. 

“While  other  vendors  talk, 

Siebel  delivers  Internet-based 
solutions.” 

Hambrecht  &  Quist 

Investment  Banking  for  the  New  Economy 

Cristina  Morgan 

Managing  Director, 

Hambrecht  &  Quist 

“Entirely  Web-based,  Siebel  99  is  without 
question  the  single  most  comprehensive 
front  office  solution  available.” 


Charles  Schwab 
Chairman  and  Co-CEO, 

The  Charles  Schwab  Corporation 

“Thousands  of  MCI  WorldCom 
sales  and  service  representatives  are 
now  able  to  better  serve  millions  of 
customers  every  day  as  a  result  of 
MCI  WorldCom  standardizing  on 
Siebel’s  Web-based  products.” 

W— - 

MCI  WORLDCOM 

Omar  Leeman 
President  Business  Operations, 

MCI  WorldCom 


Scott  Hartz 

CEO, 

PricewaterhouseCoopers  Consulting 

“Siebel  99  offers  a  fully  Web-based 
product  that  can  be  accessed  anywhere 
via  a  Web  browser.” 

l&BancBoston 

Robertson  Stephens 

Eric  B.  Upin 

Sr.  Software  Research  Analyst  and  Managing  Director, 
BancBoston  Robertson  Stephens 

“Siebel  delivers  a  full  suite  of 
Internet-enabled  sales,  marketing, 
and  customer  service  solutions  that 
customers  can  buy  and  deploy  today.” 


YvnkeeGroup 

I  l‘i  i  murk  (.nmfMtny 


Harry  Tse 

Director  Enterprise  Applications, 
The  Yankee  Group 


“Siebel  fully  supports  Internet 
self-service  and  eCommerce.” 


Novell 


“Siebel  System’s  Internet-based 
applications  empower  our 
employees  and  our  customers  with 
up-to-the-minute  information.” 


Banc  of  America  Securities  LLC 

Bankof America,  ^ 


Aberdeen  Group 

Hugh  Bishop 

Vice  President,  Customer  Information  Systems, 
Aberdeen  Group 


“Siebel’s  Web-based  products  have 
completely  redefined  eBusiness.” 


Lew  Coleman 
Chairman, 

Banc  of  America  Securities  LLC 
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Eric  Schmidt,  PhD 

Chairman  and  CEO, 
Novell 


Hiro  Satake 
President, 

Itochu-Techno  Sciences  Corp. 


For  more  information,  visit  us  at  www.siebel.com  or  call  1-800-273-9913  ext.  102009 
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the 


&  indicates  the  10  Inter¬ 
net  and  9  intranet  sites 
that  have  previously  won  a 
Web  Business  50/50  award. 


INTERNET 


3COM  CORP. 

www.3com.com 

A  self-service  database  of 
technical  information  lets 
customers  diagnose  problems 
and  upgrade  their  data  net¬ 
working  equipment.  Each  week, 
the  site  hosts  500,000  unique 
visitors  and  fields  1,000  e-mail 
messages. 


AIR  FORCE  RESEARCH 
LABORATORY  INFORMATION 
DIRECTORATE 

www.rl.af.mil 

Did  you  ever  think  of  changing 
your  name  and  losing  some 
weight?  This  mandate  was  part 
of  a  two-pronged  effort  when 
Rome  Laboratories  reorganized 
and  became  Information 
Directorate.  A  chaotic  4,500- 
page  site  had  to  be  tamed  so 
that  it  was  more  manageable 
and  reflected  the  identity  and 
strategy  of  the  parent  site. 
"People  posted  pages  at  will," 
says  Christine  Conte,  webmas¬ 
ter.  At  first,  there  was  resistance 
from  the  1,000  employees  who 
were  used  to  posting  anything 
in  any  format.  But  by  Jan.  30, 
1998,  the  site  shed  2,000  pages, 


and  a  monitoring  process  was  in 
place  for  design  control. 

CIO  Lt.  Col.  Frederick  L.  Berg 
says,  "Five  years  ago  the  site  was 
just  a  glossy  bulletin  board,  but 
now  it's  an  important  business 
tool."  Contracts  and  trouble 
reports  are  handled  more  effi¬ 
ciently. 

The  site  also  houses  the 
Information  Institute,  a  virtual, 
collaborative  research  environ¬ 
ment  comprising  universities 
allied  with  the  U.S.  Air  Force 
Research  Laboratory  Information 
Directorate. 

Companies  can  discover  if 
they  qualify  for  Department  of 
Defense  awards  to  small  technol¬ 
ogy  companies  for  early-stage 
R&D.  Navigating  the  complex 
layers  of  the  RFP  seems 
more  manageable  on  this 
site.  The  site  offers  two 
entries:  business  organization 
and  the  technology  area, 
which  presents  information  on 
different  levels  of  expertise. 

Once  a  raw,  undisciplined 
recruit,  this  site  has  earned  its 
stripes.  -Sheila  Neylon 

ART.COM  INC. 

www.art.com 

After  selecting  from  more  than 
100,000  prints  online,  visitors 
can  choose  a  mat  and  frame  as 
well.  Customers  pay  less  partly 
because  of  low  overhead  and 
self-service.  On  the  horizon  for 
Art.com  is  artprintindex.com,  a 
wholesale  service  for  art  and 
frame  retailers. 


ASIAN  SOURCES 

www.asiansources.com 

This  online  evolution  of  a  stable 
of  magazines  and  buyers'  guides 
lets  potential  purchasers  search 
more  than  7,000  factories  for 
tens  of  thousands  of  products. 
Companies  such  as  Wal-Mart 
and  Home  Depot  help  generate 
about  30,000  buyer  inquiries  a 
week. 

BRITISH  AIRWAYS  PLC 

www.britishairways.com 

One  of  the  very  nice  touches  on 
this  elegant  and  useful  site  is  a 
diagram  showing  the  six  steps 
(begin,  select,  price,  book,  pay 
and  confirm)  involved  in  book¬ 


ing  a  flight.  That  simple  ele¬ 
ment  eliminates  the  dread  of 
unknown  complications  that 
customers  experience  when  they 
buy  or  book  flights  on  so  many 
other  sites.  Here,  the  customer 
proceeds  with  the  comforting 
knowledge  of  where  he  is  and 
what  exactly  lies  ahead. 

Someone  thought  a  great 
deal  about  customer  comfort  on 
this  site,  which  last  year  attracted 
more  than  2  million  visitors  and 
sold  about  $1  million  worth  of 
tickets.  Such  considerations  may 
speak  to  the  wisdom  of  farming 
out  Web  site  creation  and  man- 
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agement,  as  British  Airways  has 
done  here.  Of  the  47  people  who 
work  on  this  site,  40  are  full-time 
employees  of  agency.com,  a 
developer  of  interactive  media 
based  in  New  York  City. 

The  site's  newly  relaunched 
Executive  Club  area  is  a  model  of 
relationship  building.  Here,  fre¬ 
quent  flyers  can  easily  check 
their  miles  balances  and  learn 
about  special  deals.  The  market¬ 
ing  effort  appears  to  be  paying 
off.  Executive  Club  members 


Air 

Webmast. 
Christine 
cut  2,000 
from  an 
4,500-page 
Web  site 


now  account  for  more  than  half 
of  British  Airways  online  book¬ 
ings,  compared  with  a  third  of 
offline  bookings.  Feedback 
shows  that  customers  love  the 
service,  and  British  Airways  loves 
the  reduction  in  service  costs. 

The  British  Airways  Web  effort 
includes  an  extranet  that  lets 
corporate  travel  managers  and 
travel  agents  arrange  block 
bookings  online  and  keeps  busi¬ 
ness  partners  posted  about  deals 
and  discounts.  For  those  cus¬ 
tomers  whose  flights  arrive  in 
London,  the  site's  London  Guide 
provides  complete  information 
about  customs,  transportation, 
neighborhoods,  currency  conver¬ 
sion  and,  for  better  or  worse,  the 
weather.  -Art  Jahnke 

CAMERAWORLD.COM 

www.cameraworld.com 

This  camera-electronics  retailer 
reversed  five  years  of  flat  sales 
by  expanding  onto  the  Web  in 
1997.  Online  revenues  increased 
by  $16  million  in  1998  and  were 
projected  to  grow  threefold  in 
1999.  A  cameraworld  site  wizard 
helps  visitors  navigate.  Increased 
volume  and  reduced  overhead 
lets  the  company  offer  discounts 
to  Web  customers. 

CISCO  SYSTEMS  INC. 

Cisco  Connection  Online  (CCO) 

www.cisco.com 

This  three-time  50/50 

winner  just  keeps  getting 
better.  Last  year,  high-tech  man¬ 
ufacturer  Cisco  took  41  percent 
of  its  orders  online,  averaging 
$10  million  a  day  in  e-commerce. 
This  year,  it's  73  percent  and 
$22.8  million.  Cisco,  also  an 
intranet  50/50  winner,  credits 
CCO  with  cutting  costs,  boosting 
productivity  and  increasing  order 
accuracy. 

COLDWELL 
BANKER  CORP. 

www.coldwellbanker.com 

When  it  comes  to  buying  a 
home,  the  Internet  can't  replace 
walking  through  rooms,  check¬ 
ing  out  closet  space  and  turning 
on  faucets.  But  the  Internet  can 
make  finding  the  right  home  in 
the  right  neighborhood  less  try¬ 
ing.  That's  the  promise  behind 
Coldwell  Banker  Online,  the  digi¬ 
tal  extension  of  Coldwell  Banker, 
a  nationwide  real  estate  com¬ 
pany  based  in  Parsippany,  N.J. 

Coldwell  Banker  is  a  relative 
Internet  pioneer,  having 
launched  an  initial  online  pres¬ 


ence  in  1994.  "When  the  site  got 
started,  we  thought  brokers 
would  be  interested  in  putting 
their  listings  online,  but  we  found 
the  hardest  part  was  collecting 
that  data  from  them,''  says  Regina 
Taylor,  Coldwell  Banker's  senior 
vice  president  of  marketing.  By 
hooking  up  in  1996  with 
InterRealty,  a  multiple  listing  ser¬ 
vice  that  had  experience  collect¬ 
ing  real  estate  data,  Coldwell 
Banker  convinced  brokers  that 
the  Internet  was  another  market¬ 
ing  tool  in  their  arsenal  and  not 
something  to  fear.  Understand¬ 
ably,  broker  fears  dissipated  when 
viable  leads  started  reaching 
them  through  the  site. 

To  keep  the  leads  com¬ 
ing,  the  site  in¬ 
cludes  some  nifty 
user-friendly  fea¬ 
tures.  Prospective 
home  buyers  can  fill 
out  a  profile  including 
price  range  and 
desired  location,  and 
the  Personal  Retriever 
will  fetch  all  listings  that 
match  and  send  regular 
e-mail  updates.  Home 
buyers  can  also  research  housing 
values,  crime  rates,  school  systems 
and  community  information  any¬ 
where  in  the  country. 

"Our  strategy  going  forward 
on  the  site  is  to  build  more  traf¬ 
fic,"  Taylor  says.  On  average,  the 
site  receives  1 50,000  to  200,000 


IntRAnet 
winners 
begin  on 
Page  54. 


specific  news  and  information 
that  affects  their  clients'  busi¬ 
nesses.  Current  Analysis  has 
made  it  easy  for  clients  to 
append  their  own  comments  to 
the  news  briefings. 


DATEK  ONLINE 
Datek  Online  Brokerage 
Services  Corp. 

www.datek.com 

More  than  20,000  investment 
transactions  take  place  at  this 
brokerage  site  every  day,  with  99 
percent  of  orders  handled  online 
without  human  intervention. 
Customers  also  receive  free  real¬ 
time  quotes  and  equity  research. 
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visits  per  week,  mostly  from  peo¬ 
ple  interested  in  buying.  In  the 
future,  Coldwell  Banker  wants  to 
add  functions  that  will  attract 
sellers  as  well.  -Megan  Santosus 

CURRENT  ANALYSIS  INC. 

www.currentanalysis.com 

This  analyst  group  is  geared 
toward  IT  vendors  and  provides 
daily  updates  on  industry- 


www.ai 


DIGITALTHINK  INC. 

www.digitalthink.com 

Honored  in  1 998  for  its 
Web-based  training 
courses,  DigitalThink  wins  again 
for  continuing  innovation.  New 
features  include  self-service 
course  registration,  tools  for 
tracking  employees'  training 
progress,  a  free  online  sampler 
course  and  a  for-credit  continu¬ 
ing-education  program. 
DigitalThink's  student  base  is 
75,000,  up  from  20,000  last  year. 


DISAPPEARING  INC. 

Kitchen  Sink  Press 

www.kitchensink.com 

The  motto  says  it  all:  "See  art. 
Buy  stuff.  Have  fun."  Unques¬ 
tionably  the  50/50's  most  eye¬ 
popping  entry,  this  colorful  site 
displays  new  comic-strip  artwork 
and  sells  comics,  books,  trading 
cards,  posters  and  other  mer¬ 
chandise  online.  Launched  with 
no  publicity,  the  site  still  gen¬ 
erated  more  than  200  orders  in 
its  first  three  months. 
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Elder  and  Wiser:  Elderhostel  s  Web  site 
lets  travelers  register  online,  saving  the  ^ 
company  $130,000  this  year.  Thanks  go  i  ^ 
to  the  Elderhostel  Web  crew:  (L  to  R)  § 
Paul  McGonagle,  Jeff  Duquette,  Shawn  *  9 
McGowan,  Jeff  Levetin  and  Scott  MacMillan. 


DOW  JONES  &  CO.  INC. 

The  Wall  Street  Journal 
Interactive  Edition 

www.wsj.com 

Admittedly,  this  site  started  with 
a  distinct  advantage:  the  biggest 
business-news  brand  name.  But 
it  has  successfully  morphed  into 
a  one-stop  online  source  for 
financial  information  and  ser¬ 
vices,  including  in-depth  com¬ 
pany  profiles,  resources  for  busi¬ 
ness  travelers  and  a  personal 
finance  center  to  help  investors 
manage  their  finances.  And  with 
25,000  paying  subscribers,  it's 
the  Web's  largest  known  sub¬ 
scription  site. 

E-LOAN  INC. 

www.eloan.com 

Chris  Larsen  is  a  practical  guy.  As 
CEO  of  E-Loan,  he  knows  that  no 
Web  site — no  matter  how  snap¬ 
py  or  user-friendly — is  ever  likely 
to  make  the  process  of  applying 
for  a  mortgage  fun.  But  Larsen  is 
convinced  the  online  mortgage 
company  he  cofounded  in  1996 
significantly  lessens  the  pain 
consumers  go  through.  If  elimi¬ 
nating  the  tons  of  paperwork 
isn't  enough,  E-Loan  reduces 
transaction  costs  by  70  percent. 

Like  a  lot  of  e-commerce 
sites,  E-Loan  was  born  under  the 
sign  of  disintermediation.  "We 
wanted  to  leverage  the  Internet 


to  fix  a  broken,  costly  process 
and  bring  consumers  as  close  to 
the  capital  market  as  possible," 
says  Larsen.  So  far,  E-Loan  hooks 
consumers  up  primarily  with 
mortgage  and  home  equity 
loans,  eliminating  commissioned 
loan  agents  in  the  process.  At 
E-Loan's  site,  consumers  can 
search  among  35,000  mortgage 
products  offered  by  60  lending 
companies.  When  they  locate 
what  they're  after,  E-Loan  takes 
care  of  product  fulfillment  at  its 
Dublin,  Calif.,  office  with  rev¬ 


enues  derived  from  transaction 
fees  only.  To  date,  E-Loan  has 
handled  nearly  $1  billion  in 
loans  or  about  25  percent  of  the 
online  mortgage  market. 

A  big  part  of  E-Loan's  strat¬ 
egy,  says  Larsen,  is  attracting 
consumers  to  the  site  who  are 
interested  in  mortgage  informa¬ 
tion  but  may  not  be  willing  to 


sign  on  just  yet.  For  that  reason, 
the  site  offers  free  and  useful 
functions.  The  database  of  mort¬ 
gage  rates  is  updated  daily,  plus 
there  are  calculators  that  com¬ 
pare  renting  with  buying  and 
figuring  payments.  Other  tools 
include  loan  comparison,  rate 
monitors  and  instant  prequalifi¬ 
cation.  -Megan  Santosus 

EASTMAN  KODAK  CO. 

www.kodak.com 

This  impressive  site  sells 
products,  shows  dealer 
locations  and  tells  you  just  about 
anything  you  want  to  know 
about  Kodak  (see  next  month's 
issue).  Customers  can  have  their 
photos  posted  in  a  protected 
space,  then  order  prints  and 
reprints.  Last  year,  software 
downloads  alone  saved  the  com¬ 
pany  more  than  $10  million. 

ELDERHOSTEL 

www.  elderh  os  tel.org 

Sinatra  sang  Come  Fly  with  Me, 
and  Elderhostel  expands  on  the 
invitation.  It  layers  experience 
and  education  on  top  of  the 
basic  travel  experience.  And  its 
Web  site  helps. 

Elderhostel  had  a  basic  site  in 
1995.  In  the  summer  of  1997,  Bill 
Berkeley,  its  president  who  was 
about  to  retire,  made  expansion 
of  the  site  a  major  objective. 


That  the  initiative  came  "from 
the  top  down"  was  crucial,  says 
Scott  D.  MacMillan,  manager  of 
interactive  communications. 

Its  customer  mailing  list  has 
expanded  by  25  percent.  Online 
registrations  are  increasing,  cur¬ 
rently  saving  $87,000  with 
expectations  for  that  figure  to 
rise  to  $1 30,000  by  year  end. 
Through  an  appeal  to  save  the 
environment  and  help  contain 
costs,  it  has  a  growing  number 
of  clients  who  no  longer  receive 
paper  catalogs.  These  customers 
receive  e-mail  notification  when 
a  new  catalog  goes  online. 

The  online  catalog  has  more 
ease  of  use  than  the  large,  unin¬ 
dexed  paper  catalog  thanks  to 
the  search  engine.  It  also  offers 
more  peripheral  information 
such  as  details  of  accommoda¬ 
tions.  Also  included  is  informa¬ 
tion  of  special  interest  to  those 
with  physical  concerns. 

The  strong  self-service  fea¬ 
tures  of  the  site  allow  customers 
to  register,  check  status,  cancel, 
transfer,  get  on  the  mailing  list, 
change  their  information,  send 
e-mail,  refer  to  FAQs  and  make  a 
donation.  Online  donations  in 
fact  outpace  mail  contributions, 


On  Our  Web  Site 


cio.com 

To  Read  More 

about  this  year's  50/50 
winners,  visit  our  Web  site: 

www.cio.com/printlinks. 


and  the  average  gift  is  30  per¬ 
cent  higher  than  donations 
made  through  the  mail. 

The  site  also  supports  mean¬ 
ingful  surveys  and  experimental 
programs. 

Elderhostel  says  its  design — 
readable  print,  minimal  graphics 
and  allowance  for  small 
screens — is  tailored  to  its  over- 
55  audience,  but  these  are 
sound  practices  for  all  sites. 

Future  plans  include  peer 
program  reviews  and  a  discus¬ 
sion  forum. 

While  Elderhostel  is  no  slouch 
in  the  marketing  arena, 
MacMillan  says  that  above  all, 
the  Web  site  helps  this  nonprofit 
organization  achieve  its  primary 
goal:  keeping  older  adults  con¬ 
nected  to  life.  -Sheila  Neylon 
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'9  Oracle  Corporation. 


FEDERAL  EXPRESS  CORP. 

www.fedex.com 

4  r  A  pioneer  of  self-service 
^^on  the  Web,  FedEx  lets 
customers  ship  and  track  delivery 
of  millions  of  packages  online.  To 
date,  more  than  150,000  cus¬ 
tomers  have  registered  for  Web- 
based  shipping  services. 


FLASHLINE.COM  INC 

www.flashline.com 

At  Flashline,  IT  managers  are 
able  to  purchase,  via  digital 
delivery,  software  development 
tool  components  and  Java 
applets  for  use  on  their  own 
Web  sites  as  well  as  books  and 
other  publications. 


THE  STATE  OF  FLORIDA 
DEPARTMENT  OF 
MANAGEMENT  SERVICES 


www.state.fl.us 

Florida  Government 

Services  DIRECT  is  the 
epitome  of  accessibility:  finding 
work,  training,  leasing,  purchas¬ 
ing,  licensing,  even  teleconfer¬ 
encing  happen  here.  And  the 
Services  Suite  offered  by  the 
Department  of  Management 
Services  gives  technology  solu¬ 
tions  to  performance  and  time 
accountability  and  online  office- 
supply  ordering. 


GREENPEACE  USA 

www.greenpeaceusa.org 

Grab  your  mouse  and  take 
action.  This  earth-friendly  site  is 
shouting  its  call  to  action  to  a 
cyberworld — and  it's  getting  a 
response.  The  goal  is  to  get 
online  users  involved  in  environ¬ 
mental  activism.  In  one  year  the 
number  of  hits  to  the  site 
increased  by  478  percent,  and  in 
that  same  span  over  650  e-mails 
and  faxes  were  sent  from  the  site 
to  industry  and  government  rep¬ 
resentatives  regarding  a  range  of 
environmental  issues.  Mission 
accomplished. 


HAND  TECHNOLOGIES  INC. 
Hand  Technologies  Storefront 

www.handtech.com/ 

storefront.asp 

This  computer  products  e-com¬ 
merce  retailer  wins  50/50  awards 
for  both  its  intranet  (REFER)  and 
its  public  storefront,  which  com¬ 
bines  live  technology  consultants 
with  a  smartly  organized  design. 
Hand  Technologies  credits  its 
storefront  with  decreasing  per- 
customer  costs  and  reducing 
questions  from  both  customers 
and  salespeople. 


Steering 
Traffic  Online: 
Massachusetts 
Deputy  Registra: 
of  Motor  Vehicle! 
Larry  McConnell 
oversees  a  Web m 
site  that  lets  m 
residents  reneVV 
registrations,  'm 
py^y  tickets  m 
and  order 
Inanity  plates.#^ 


tion  management  tool  lets  active 
users  easily  review  past  transac¬ 
tion  data  online.  i-Escrow,  which 
serves  25,000  registered  users, 
also  redesigned  its  site. 


IMAGE-X 

E-filing.com 

www.e-filing.com 

E-Filing  joins  the  ranks  in 
the  war  against  bureau¬ 
cracy:  It  allows  lawyers  to 
file  documents  with 
courts  and  courts  to  col¬ 
lect  fees  and  send 
acceptance  notification. 
Efficiency  and  stream¬ 
lining  are  bywords. 


INTELLIGENT 
LIFE  CORP. 
bankrate.com 

www.bankrate.  com 

Visitors  here  find  a 
wealth  of  free  data 
on  mortgage,  loan 
and  banking  rates. 
Users  can  compare 
local  interest  rates, 
calculate  loan  pay¬ 
ments,  fix  credit 
reports,  find  credit 
card  deals  and 
learn  key  financial 
terms.  Articles  offer 
advice  on  every¬ 
thing  from  avoid¬ 
ing  bankruptcy  to 
anticipating  Y2K. 


MARKAT  ENTERPRISES 
Kentucky  Lake 

www.  ken  tuckylake.  com 

It's  July  and  you've  gone  fishin'. 
But  first  you  checked  the  600- 
page  Kentucky  Lake  site  and  got 
the  latest  fishing  update,  heard 
what's  playing  on  WCBL,  seen 
what's  new  at  Baits-N-Bullets  and 
checked  the  schedule  at  the 
Kentucky  Opry.  Sweeter  than  a 
mint  julep. 


IPRINT  INC. 

www.iprint.com 

This  online  self-service 
print  shop  saves  cus¬ 
tomers  25  percent  to  50  percent 
on  printing  costs  by  letting  them 
design  and  order  their  own 


WWW. If. 


COMMONWEALTH  OF 
MASSACHUSETTS  REGISTRY 
OF  MOTOR  VEHICLES 

www.state.ma.  us/rmv 

Until  recently,  the  word 
Registry — shorthand  for  the 
state  Registry  of  Motor 


www.ie 
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l-ESCROW  INC. 

www.iescrow.com 

This  online-transactions 
middleman  made  numer¬ 
ous  improvements  since  winning 
a  1998  50/50  award.  Thanks  to 
automated  e-mail  management 
software,  i-Escrow  answers  90 
percent  of  customer  e-mails 
within  24  hours.  A  new  transac- 


products.  iPrint,  a  1997  50/50 
winner,  grew  by  1,400  percent  in 
1998.  Initially  designed  for  indi¬ 
viduals  and  small  businesses, 
iPrint  recently  launched  strategic 
partnerships  with  big  players 
such  as  3Com  and  Excite. 

LOOPNET  INC. 

www.loopnet.com 

Commercial  real  estate  pros  can 
log  on  to  LoopNet  to  list  rental 
properties  or  search  through 
thousands  of  available  listings  up 
for  sale  or  lease.  The  site  also 
supports  real  estate  transactions 
online. 


Vehicles — was  a  Massachusetts 
synonym  for  lousy  service.  Ask 
any  Bay  Stater  about  the  Registry 
and  chances  are  you'd  get  an 
earful  about  spending  half  a  day 
in  line  to  renew  a  driver's  license. 

State  officials  want  to  make 
such  horror  stories  history. 
Among  their  initiatives  is  the 
Registry's  Web  site,  with  the 
playful  motto:  "Serving  You 
Better.  Seeing  You  Less." 

Using  credit  cards,  residents 
can  renew  registrations,  request 
duplicates,  order  vanity  license 
plates  or  pay  tickets  online.  They 
can  also  check  Registry  hours, 
download  the  state's  drivers' 
manual,  and  get  information  on 
voter  registration  or  the  state's 
vehicle  inspection  and  excise  tax. 

Since  its  launch  in  July  1996, 
the  site  has  served  about  90,000 
customers  and  generated  more 
than  $3  million  in  revenue,  says 
Deputy  Registrar  Larry 
McConnell.  He  estimates  that  the 
Registry  handles  routine  tasks  10 
to  20  times  faster  over  the  Web 
than  in  person. 

Sadly,  some  tasks,  such  as 
getting  a  new  driver's  license 


photo,  still  require  a  personal 
appearance.  The  good  news: 
Recent  Registry  visitors  mea¬ 
sure  the  time  spent  standing 
in  line  in  minutes  rather  than 
hours.  -Anne  Stuart 
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“You  know,”  mused  Henry,  “if  we  dogs  could  share  our  combined 
knowledge  with  each  other,  we  could  take  over  the  world." 


Until  that  day,  Henry  would  patiently  wait. 


Fortunately,  dogs  have  yet  to  attain  more  powerful  means  of  sharing  i 
With  Seagate  Info™ 7,  however,  you  can.  It  lets  everyone  access,  analyze,  report 
and  share  information  across  your  organization.  It's  web  ready  and  easy  to 
manage  from  10  to  100,000  users.  And  we're  giving  your  company  a  50  user 
copy  of  Seagate  Info  7  free  -  no  catch,  the  real  thing.  When  it  proves  what  it 
can  do,  we'll  happily  sell  you  more.  Share  the  power  today.  Without  the  wait. 

Access.  Analyze.  Report.  Share.  www.fetchseagate.com 

<5$  SQdQdtQ  Software 

©1999  Seagate  Software,  Inc.  Seagate  Software,  Seagate  Info,  and  the  Seagate  logo  are  trademarks  of  Seagate  Software,  Inc.  and  protected  by  mean  Rottweilers.  All  rights  reserved. 


MORNINGSTAR  INC. 

www.morningstar.net 

Here's  an  investment  information 
site  from  Morningstar  Inc. 
packed  with  articles,  news, 
mutual  fund  statistics,  commen¬ 
tary  and  discussion  areas.  Basic 
research  and  delayed  stock 
quotes  are  available  for  free. 


Does  your  state's  Web  site  pro¬ 
vide  at-your-fingertips  business 
information?  Well,  Nebraska  has 
seized  the  technological  beast 
by  the  reins.  With  a  bold  front¬ 
page  index  that  seems  to 
include  everything  you'd  need 


Ready  for  Business: 
Steve  Williams  of  the 
Nebraska  Department  of 
Economic  Development. 
Its  Web  site  helps 
companies  help 
themselves. 


NATIONAL  INSTITUTES 
OF  HEALTH  CENTER  FOR 
INFORMATION  TECHNOLOGY 

www.cit.nih.gov 

This  site,  managed  by  the  center 
for  Information  Technology  at 
the  National  Institutes  of  Health, 
is  geared  mainly  toward  internal 
NIH  researchers,  but  it's  a  model 
design  and  extremely  easy  to 
navigate.  Its  mission  is  to  be  a 
vital  partner  in  the  discovery  of 
biomedical  knowledge. 

STATE  OF  NEBRASKA 
DEPARTMENT  OF 
ECONOMIC  DEVELOPMENT 

assist.ded.state.ne.us 

Is  your  state's  department  of 
economic  development  online? 


to  know  to  start  a  business  in 
Nebraska — laws  and  regulations, 
tax  information,  directories,  a 
section  specifically  geared 
toward  women  and  minorities 
and  a  variety  of  other 
resources — the  Nebraska 
Department  of  Economic 
Development  has  created  a 
must-surf  site.  Dubbed  "the 
business  assistance  toolkit,"  this 
site  has  saved  the  state  consid¬ 
erable  time  servicing  its  busi¬ 
ness  population.  The  categories 
listed  above  quickly  take  users 
to  the  resources  they  need.  The 
value  of  the  site  also  lies  in  its 
brilliant  categorization  of  infor¬ 
mation.  Deliberately  choosing  to 
set  aside  flashy  graphics,  its  cre¬ 
ators  instead  leave  us  with  a 


wealth  of  information.  The  site's 
information  is  up  to  date  and 
includes  recent  laws  and  legisla¬ 
tion  that  will  affect  businesses. 
Scrolling  the  home  page  pro¬ 
vides  at-a-glance  essentials  for 
employers  and  employees  and 
links  to  Y2K  business 
resources,  Nebraska  products 
and  165  Nebraska  communi¬ 
ties.  Jealous  yet?  Planning  a 
move  to  Nebraska? 

-Kathleen  Carr 


THE  OBSESSIVE-COMPULSIVE 
FOUNDATION 

www.ocfoundation.org 

The  OCF  takes  a  straightforward 
approach  to  informing  patients, 
families  and  health-care  profes¬ 
sionals  about  a  topic  that  many 
find  confusing  and  that  few 
understand.  Visitors  will  find 
searchable  medical  volumes,  a 
chat  room,  two  bulletin  boards, 
a  support-group  search  engine 
and  many  other  links. 


www.o 


OFFICE  DEPOT  INC. 

www.officedepot.com 

Targeting  small  busi¬ 
nesses,  this  site  offers 
10,000  office  products  for  sale. 
Seventy  five  percent  of  online 
buyers  are  new  to  Office  Depot, 
and  average  online  orders  are 
the  highest  of  any  sales  channel. 


NINECO  INC. 
Gamesville.com 

www.gamesville.com 

With  a  slogan  that  reads 
"Wasting  your  time  since 
1996,"  Gamesville  has 
exploded  into  the  online 
gaming  community.  It 
may  sound  like  an  oxy¬ 
moron,  but  searching  this 
site  is  an  efficient  waste 
of  your  time.  After  all, 
every  game  you  "need" 
is  right  here.  Of  course, 
you  might  not  want 
your  employees  to 
know  about  this  site, 
which  boasts  a  16- 
minute  user  stay  per¬ 
iod,  but  there  are 
lessons  to  be  learned 
from  its  appeal. 
Gamesville.com  has 
1 .2  million  registered 
users  who  go  online, 
unsolicited,  to  pro¬ 
vide  their  change  of 
address.  The  com¬ 
munity  is  loyal  and 
quite  happy  with 
this  one-stop  site 
for  fun. 


OMX  INC. 

OfficeMax.com 

www.officemax.com 

The  online  offshoot  of  the  office 
products  chain,  OfficeMax.com 
welcomes  2  million  visitors  each 
month  who  peruse  25,000 
items.  Online,  first-time  buyers 
get  discounts  and  frequent 
shoppers  get  customized 
express  order  services. 

PHOTODISC  INC. 

www.photodisc.com 

PhotoDisc  uses  its  site  to  pro¬ 
vide  greater  breadth  of  choice, 
24/7  access  to  not  only  infor¬ 
mation  but  products  and  2-  to 
20-minute  delivery.  At  12,000 
transactions  per  month  with 
1998  earnings  at  $20  million, 
PhotoDisc  meets  demands 
globally. 

POINT.COM  INC. 

Point.com 

www.point.com 

Many  couples  have  decided 
that  their  hectic  lives  will  be 
less  stressful  if  they  each  had 
cellular  phones.  But  with  so 
many  options  to  choose  from, 
even  beginning  to  look  is  per¬ 
plexing. 

Into  the  breach  jumps 
Point.com  (previously  Wireless 
Dimensions),  a  site  that  tries  to 
make  it  easy  to  get  all  the  infor¬ 
mation  anyone  needs  to  make 
choices.  Published  by  Point.com 
Inc.  (formerly  Nth  Dimension 
Corp.),  a  producer  of  compari¬ 
son  shopping  services  based 
outside  Seattle,  the  site's  clean 
design  and  clear  information 
make  it  a  snap  to  navigate  the 
various  phone  plans  available  in 
any  area  in  the  country.  A  series 
of  questions  ask  how  much  use 
of  the  phone  on  a  monthly 
basis  is  anticipated  and  how 
much  prospective  users  want  to 
pay  per  month  (free  doesn't 
appear  to  be  an  option).  Each 
question  includes  a  link  to  a 
helpful  article  that  gives  a  brief 
explanation  about  what  to 
expect. 

As  users  click  off  their 
answers,  they  see  their  choices 
narrow;  they  also  see  if  the 
cellular  provider  is  offering  a 
promotional  package,  or  if  the 
phone  is  available  for  purchase 
online.  From  that  selection, 
consumers  can  do  a  really 
smart  side-by-side  comparison 
of  the  packages  that  look  as 
if  they'll  fit  their  specific 
needs.  -Steve  Singer 


48  CIO  WEB  BUSINESS  •  SECTION  2  /  JULY  1,  1999 


http://webbusiness.cio.com 


PHOTO  BY  JOHN  NOLLENDORFS 


TheW or 


FedEx  perfected  the  concept  of 
getting  packages  to  customers  fast. 
Now  they’re  delivering  complete 
financial  reporting  to  their  managers 
at  online  speed,  with  WebFOCUS 
from  Information  Builders. 

FedEx  uses  WebFOCUS  to  give 
managers  access  to  customer  and 
sales  data  from  their  46,000  U.S. 
outlets  and  drop  sites.  Previously,  it 
took  weeks  to  get  this  information. 
WebFOCUS  provides  it  in  seconds. 

The  ultimate  benefit,  Ron  Houston, 
Manager  of  Systems  and  Support  at 
FedEx  says,  is  that  “WebFOCUS  is 
helping  us  analyze  and  increase 
profitability  company-wide.” 

Now  that’s  a  package  every  business 
manager  wants  to  receive. 


information 

Builders 


UNITING  THE  WEB 
AND  THE  ENTERPRISE 


www.ibi.com/fco  800-969-INFO 

In  Canada  call  (416)  364-2760.  E-mail:  info@ibi.com 
WebFOCUS  is  a  trademark  of  Information  Builders.  Inc.  New  York, 


He  MAY  NOT  HAVE  TELEPATHIC 


PRECISION 

ENVIRONMENTAL 

CONTROL 


SINGLE-PHASE  UPS 


THREE-PHASE  UPS 


SITE  MONITORING 
AND  CONTROL 


POWERS,  SUPER  STRENGTH,  or 

a  CRIME-FIGHTING  SIDEKICK  . 


...  but  he  has  the  power  to  defend  you  from  the 
evils  of  downtime. 


Today,  system  downtime  means  two  things:  (1)  the  entire  business  grinds  to  a  halt, 
and  (2)  everyone  looks  at  you.  Modern  businesses  demand  maximum  system  availability. 
That's  why  you  need  protection  designed  to  keep  your  systems  running  under  the  most 
demanding  conditions.  You  need  a  partner  known  for  innovative  technology,  technical 
expertise,  product  reliability  and  dependable  support.  You  need  Liebert. 

Liebert  Representatives  are  acknowledged  experts  in  system  protection.  Their  technical 
backgrounds,  ongoing  training  and  years  of  experience  protecting  mission-critical  systems 
gives  them  the  ability  to  quickly  diagnose  a  problem  and  deliver  a  cost-effective  solution. 

Liebert  UPSs  have  the  same  commercial-grade  reliability  as  the  rest  of  our  extensive  product 
line.  It's  the  result  of  30+  years  of  experience  designing  and  manufacturing  cutting-edge 
system  protection  for  some  of  the  largest  corporations  in  the  world. 

When  you  buy  from  a  Liebert  Representative,  you're  buying  quality  system  protection  from  a 
knowledgeable  expert,  not  just  an  order-taker.  Your  Liebert  Representative  has  the  solutions 
and  the  experience  to  make  your  systems  invincible,  24/7. 


www.dp3.liebert.com 

To  learn  how  Liebert  can  help  you  maximize  system  availability. 

^  Liebert' 

KEEPING  BUSINESS  IN  BUSINESS.® 


800-877-9222  dept.  DP3  www.dp3.liebert.com 


info@liebert.com 


questions  about  products 
bought  online. 

Why  has  REI.Com  succeeded 
when  other  online  retailers 
flounder?  "We've  had  a  clear  and 
compelling  value  proposition  to 
our  customers,"  says  Hyde.  "We 
deliver  any  product,  anytime  to 
any  place."  Easy  for  a  lot  of 
retailers  to  say,  but  REI.Com  is 
doing  it.  -Megan  Santosus 


SCUDDER  INVESTOR 
SERVICES  INC. 

www.scudder.com 

The  Personal  Investment 
Organizer  on  this  site  aims  to 
help  consumers  take  charge  of 
their  retirement  plans. 
Educational  materials,  fund  infor¬ 
mation  and  calculators  make 
planning  for  retirement  a  little 
less  daunting. 


Going  for  the 
Summit:  RE  I 
Vice  President 
of  Online  Sales 
Matt  Hyde  guides 


an  e-commerce 


success. 


REI 

www.rei.com 

Matt  Hyde  knows  what  it's  like 
to  be  pleasantly  surprised.  When 
REI  launched  REI.Com,  the  online 
version  of  its  recreational  equip¬ 
ment  stores,  the  idea  was  to 
have  a  new  profit  center  from 
day  one.  Since  launch  in 
September  1996,  the  site  has 
been  "far  more  successful  than 
we  ever  imagined,"  says  Hyde, 
REI's  vice  president  of  online 
sales.  With  traffic  up  340  percent 
in  the  last  year,  REI.Com  is  one  of 
the  company's  top-producing 
stores. 

It's  not  hard  to  see  why  an 
outdoor  enthusiast  would  love 
shopping  at  REI.Com.  In  a  physi¬ 
cal  store,  small  items  like  tent 
poles  might  be  tucked  away  on 
a  shelf.  At  REI.Com,  a  search  for 
tent  poles  quickly  returns  about 


two  dozen  models  at  a  variety  of 
prices.  Shoppers  have  easy 
access  to  an  inventory  of  about 
8,000  products  complete  with 
photos,  prices  and  in-depth 
information.  That's  a  bigger 
inventory  than  at  REI's  100,000- 
square-foot  flagship  store.  Online 
shoppers  can  also  learn  basic 
outdoor  skills,  interact  with  REI 
experts  and  get  gear  checklists. 
And  all  items  purchased  at 
REI.Com  are  shipped  anywhere 
in  the  United  States  for  a  flat  fee 
of  $2.50. 

One  of  the  keys  to  REI.Com's 
success  is  its  integration  with 
REI's  back-end  retail  systems. 
Anything  purchased  online  (or 
through  the  mail)  can  be 
returned  at  any  of  REI's  52  stores. 
In  the  stores  themselves, 
employees  have  access  to 
REI.Com  and  can  answer  any 


RITE  AID  CORP. 

riteaid.com 

A  neatly  designed  site  from 
drug  store  chain  Rite  Aid.  Each 
month,  40,000  customers  refill 
their  prescriptions  online,  and 
20,000  shoppers  every  month 
take  advantage  of  specials  and 
rebates  offered  on  the  site. 

SCHOOLMUSIC.COM 

www.schoolmusic.com 

Julie  Baker  believes  buying 
school  or  church  musical  sup¬ 
plies  should  be  as  simple  as 
whistling  a  tune.  Sounds  sensible 
enough,  but  by  putting  the 
process  online,  Baker's 
Schoolmusic.com  is  revolutioniz¬ 
ing  an  industry  that  hasn't 
changed  in  decades. 

Traditionally,  music  teachers 
seeking  sheet  music  for  a  Bach 
concerto  or  a  Sousa  march  have 
had  two  choices,  says  Baker,  the 
company's  president.  They  could 
find  or  special-order  sheet  music 
from  retail  music  stores.  Or  they 
could  buy  through  one  of  sev¬ 
eral  paper  catalogs  and  wait  for 
their  orders  to  arrive  by  mail. 

As  for  musical  instruments, 
schools  and  families  have  histori¬ 
cally  bought  their  flutes  and 
French  horns  from  stores  or  trav¬ 
eling  sales  reps  (think  Harold  Hill 
in  The  Music  Man).  Accessories 
and  other  products  come  from 
still  more  sources. 

Schoolmusic.com  puts  it  all  in 
one  place.  The  Amherst,  N.H.- 
based  Web  site  offers  a  search¬ 
able  database  with  more  than 
60,000  song  titles,  instruments 
and  other  items.  Customers  can 
set  up  accounts  so  that  pur¬ 
chases  get  billed  to  their  institu¬ 
tions  rather  than  to  their  per¬ 
sonal  credit  cards. 

Launched  in  December  1998, 
Schoolmusic.com  employs  six 
people  and  projects  revenues  of 
$1  million  this  year.  And  it's 
already  performing  to  an  inter¬ 
national  audience,  having  sold 
merchandise  to  customers  in 
Belgium,  South  Korea  and  South 
Africa.  -Anne  Stuart 


SNAP  TECHNOLOGIES  INC. 
CollegeEdge 

www.  collegeedge.  com 

On  the  list  of  life's  biggest 
expenses,  higher  education  ranks 
pretty  close  to  the  top.  For  many 
young  people,  deciding  where 
they'll  spend  their  college  years 
and  their  college  dollars  provides 
their  first  experience  with  com¬ 
paring  brands  in  a  highly  com¬ 
petitive  marketplace. 

CollegeEdge  aims  to  stream¬ 
line  the  complicated  school- 
selection  process  by  putting 
everything  applicants  need  in  a 
single,  free  online  resource.  The 
Web  site,  created  by  San 
Francisco-based  Snap  Technologies, 
lets  students  find  colleges  match¬ 
ing  their  criteria,  apply  online, 
and  find  and  obtain  scholarships 
and  other  financial  aid. 

CollegeEdge  contains  informa¬ 
tion  on  6,000  two-  and  four-year 
schools,  graduate  programs,  and 
law  and  business  schools.  There's 
also  a  200,000-name  database  of 
students,  a  powerful  tool  for 
competitive  college  recruiters. 

CollegeEdge  members — the 
300  or  so  schools  accepting 
online  applications  through  the 
site — include  Harvard,  Stanford, 
MIT,  Princeton  and  Brown. 

The  ad-supported  site  pro¬ 
cessed  nearly  500,000  applica¬ 
tions  in  1997-98,  a  tenfold 
increase  over  the  previous  year, 
according  to  cofounder 
Connellan  Coxwell.  Projections 
for  1999  include  the  goal  of 
processing  more  than  3  million 
online  applications.  -Anne  Stuart 
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You’ve  worked  hard.  You’ve  made  tough  decisions.  But  you’ve  always  known  you 
were  right.  Because  you  weighed  the  facts  and  looked  closely  at  the  bottom  line. 
WordPerfect®  Office  2000  delivers  powerful  software  that  includes  everything  you 
expect  in  an  office  suite.  Proven  word  processing,  spreadsheets,  presentations 
and  advanced  Web  technology.  Voice-recognition,  compatibility  and  superior 
integration.  All  in  a  package  that  makes  budgeting  easy. 

www. wordperfect.com / off ice2000 


WordPerfect 


OFFICE 

Today's  Office.  Undeniably  WordPerfect.' 


2000 


Copyright  ©  1999  Corel  Corporation  All  rights  reserved  Corel.  WordPerfect  and  the  “Today's  Office  Undeniably  WordPerfect "  byline  are  trademarks  or  registered  trademarks  of  Corel  Corporation  or  Corel  Corporation  Limited.  KUR-0751-US 
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Historic  Advantage: 
JoLinda  Vega,  director 
of  Web  development  for 
Sprint  PCS,  says  her 
project  benefited  from 
the  company’s  long¬ 
standing  connection 
between  IT  and  other 
business  units. 


SONNET  FINANCIAL 

www.sonnet-financial.com 

The  FXWeb  feature  on  this  site 
enables  clients  to  make  or 
receive  international  payments. 
Sales  leads  generated  from  the 
site  close  in  less  than  two  weeks, 
compared  with  90  days  for  other 
methods. 

SPRINT  SPECTRUM  LP 
Sprint  PCS 

www.sprintpcs.com 

Channel  conflict  is  not  some¬ 
thing  that  worried  the  executives 
at  Sprint  PCS  in  Overland,  Kan. 
From  the  start,  the  telecommuni¬ 
cations  company  viewed  the 
Internet  as  a  new  venue  on 
which  to  market  its  products 
rather  than  a  threat  to  its  tradi¬ 
tional  sales  offices.  "Our  goal 
with  the  Internet  was  basically  to 
create  another  market  channel 
and  reduce  the  number  of  calls 
to  our  service  desk,"  says 
JoLinda  Vega,  director  of  Web 
development  for  Sprint  PCS. 

Launched  in  December  1998, 
the  site  wasted  no  time  in  fulfill¬ 
ing  its  dual  purpose.  By  February 
customers  placed  3,500  orders  for 
wireless  products  and  services 
online  including  phones  and  call¬ 
ing  plans.  The  site  also  generated 
close  to  2,500  sales  leads  from 
businesses  and  consumers.  And 
by  enabling  customers  to  track 
their  own  account  activity  online, 


the  site  reduced  the  number  of 
customers  who  call  Sprint  PCS 
service  centers  by  approximately 
5  percent. 

The  site  design  is  simple  and 
straightforward,  reflecting  its 
self-service  focus.  From  the 
home  page,  visitors  can  quickly 
get  information  about  the  com¬ 
pany's  offerings  or  sign  up  for 
standard  service  plans.  Also  from 
the  home  page,  existing  cus¬ 
tomers  can  click  to  a  password- 
protected  area  to  manage  their 
accounts  or  take  an  interactive 
tutorial  on  how  to  use  the  fea¬ 
tures  on  their  phones. 

For  a  company  with  12,000 
employees  and  $15  billion  in 
revenues,  the  process  of  devel¬ 
oping  an  Internet  site  was 
remarkably  smooth.  "A  lot  of 
companies  start  off  with  skepti¬ 
cism  because  the  Internet  isn't 
proven,"  Vega  says.  At  Sprint 
PCS,  skeptics  were  kept  at  bay 
by  the  strong  connection 
between  IT  and  the  business 
units.  "To  make  the  site  happen," 
boasts  Vega,  "we  had  a  really 
great  team."  -Megan  Santosus 

THOMAS  PUBLISHING  CO. 
Thomas  Register  of  American 
Manufacturers 

www.thomasregister.com 

A  workhorse  industrial 
products  directory  with 
1.4  million  registered  users 


worldwide,  this  site  has  now 
added  e-commerce,  allowing 
customers  to  purchase  100,000 
products  online,  ranging  from 
hand  tools  to  trash  cans. 

THOMSON  &  THOMSON 

www.thomson-thomson.com 

This  domain-name  search  tool 
distinguishes  itself  from  com¬ 
petitors  by  providing  data  not 
just  for  exact  matches  but  for 
close  matches  as  well,  such  as 
sites  with  slight  variations  in 
spelling  or  punctuation.  It  also 
searches  banner  ads,  offers  free 
content  on  protecting  online 
brands,  and  sells  in-depth  trade¬ 
mark  and  domain-name 
research. 

UNITED  PARCEL  SERVICE 
OF  AMERICA  INC. 

www.ups.com 

The  UPS  site  attracts  as  many  as 
10  million  visitors  a  day  and  gen¬ 
erates  600,000  requests  for  ser¬ 
vices,  such  as  package  tracking 
and  cost  estimates.  It's  big,  fast, 
easy  to  navigate  and  attractive. 
(See  "Deliverance,"  Page  22.) 

VISA  INTERNATIONAL 

www.visa.com 

Visa  helps  small  businesses  eval¬ 
uate  their  profitability,  promotes 
shopping  and  travel,  and  in 
three  languages  locates  the  ATM 
nearest  you.  Visa  gives  advice  on 


security  matters  and  credit  and 
even  Y2K  readiness. 

THE  WEATHER  CHANNEL 
ENTERPRISES  INC. 

www.weather.com 

They've  done  it  again. 

They  took  a  name  we  trust 
and  pushed  it  online,  becoming 
the  online  surfer's  source  for 
weather  information.  Have  an 
urge  to  watch  weather  in  real¬ 
time?  They  thought  you  might. 
Go  online  to  view  weather  on 
your  desktop  as  it  occurs — 24 
hours  a  day,  7  days  a  week.  Find 
out  about  flight  delays  using  the 
"travelwise  business"  feature,  or 
customize  the  weather  you'd  like 
to  view  regularly  by  using  the 
site's  "my  weather"  feature.  By 
the  way,  this  is  all  available  in 
three  languages. 

WEBSIDESTORY  INC. 

www.statmarket.com 

If  you're  an  Internet  professional 
and  need  statistics  on  Internet 
usage,  browser  breakdowns, 
plug-ins  and  the  like,  StatMarket 
provides  a  one-stop  updated 
library  of  that  information. 


INTRANET 


3COM  CORP. 

3Community 

The  intranet  site  connects  more 
than  13,000  employees  at  160 
locations  and  delivers  critical 
business  information  and  pro¬ 
cesses.  A  repository  of  technical 
information,  a  sales  kit  and 
expense  reporting  are  among  the 
tools  online. 

AARP 

INFONET 

The  AARP  intranet  provides  com¬ 
prehensive  and  updated  informa¬ 
tion  and  self-service  applications. 
The  CallGuide  gives  employees 
instant  access  to  AARP  policies 
on  topics  including  Social 
Security,  age  discrimination  and 
health  care. 

ALLEGIANCE 
HEALTHCARE  CORP., 

A  CARDINAL  HEALTH  CO. 

ASAP.e.COMM 

Customers  and  sales  reps  access 
a  catalog  of  80,000  medical 
supplies  to  order  products,  check 
pricing  and  track  order  status. 

The  intranet  is  integrated  to 
Allegiance's  core  systems. 


54  CIO  WEB  BUSINESS  •  SECTION  2  /  JULY  1,  1999 


http://webbusiness.cio.com 


PHOTO  BY  SCOTT  INDERMAUR 


Sometimes  You  Don’t  Know 
What  You’ve  Got  Till  It’s  Gone 


c  u 


Remember  that  autographed  baseball  you  had  as  a  kid 
that  you  wish  you  still  owned?  And  what  would  you 
give  to  get  your  old  car  back,  the  one  that  would  be  a 
classic  today?  We  don’t  always 
recognize  the  true  value  of  things 
until  it's  too  late.  Some  executives 
don't  realize  how  dependent  their 
organizations  are  on  information 
technology  until  something 
goes  wrong. 

Whether  the  result  of  a  weather- 
related  emergency,  the  devastation  of  a  fire,  equipment 
failure  or  even  a  misguided  jackhammer,  a  systems 
shutdown  has  far-reaching  consequences.  You  can’t  risk 
losing  access  to  your  critical  data — the  lifeblood  of 
your  business. 


At  SunGard®,  we  make  it  easy  for  you  to  prepare  for 
the  worst.  Rapid  ResponsesM. includes  everything  from 
getting  you  a  fast,  competitive  price  on  our  services 
to  executing  a  swift  recovery. 

We  offer  a  full  range  of  business 
continuity  and  recovery  plan 
options  to  suit  a  myriad  of 
computing  environments. .  .so  you 
won't  have  to  worry  about  losing 
the  precious  things  that  matter 
most  to  you  and  your  company. 

To  get  up  to  speed  quickly  on  the 
need  and  importance  of  disaster  recovery  and  business 
continuity,  call  1-800-HOTSITE  today  for  your  FREE 
copy  of  “Disaster  Recovery  Made  Easy:  A  Guide  to 
Business  Continuity”  or  visit  the  SunGard  website  at 
http://recovery.sungard.com. 


SUNGARD 


RESPONSE 


Easy  Access  to  Affordable  Business  Continuity 


Exclusively  recommended  provider  of  recovery  services  for  Compaq’s  Tandem  products, 

Data  General,  Sequent  and  Silicon  Graphics.  Preferred  provider  for  Compaq’s  Digital  products. 
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AMERICAN  ONCOLOGY 
RESOURCES  INC. 

American  Oncology  Resources 
SecureNet  Extranet 
Designed  to  improve  efficiencies 
with  paper-based  methods,  the 
extranet  continually  scans 
patient's  medical  records  for 


potential  matches  with  clinical 
studies.  Physicians,  administrators 
and  sponsors  can  collaborate  in  a 
Web-based  "conference  room." 

ANSWERTHINK 
CONSULTING  GROUP 

Mind-Share 

This  intranet-based  business  and 
knowledge  management  system 
enables  employees  to  access  and 
deliver  their  collective  experi¬ 
ence  to  clients.  The  knowledge 
base  includes  client  data,  pro¬ 
posals,  deliverables,  articles  and 
employee  resumes. 

AT&T  BUSINESS 
SERVICES— GLOBAL  MARKETS 

Information  and  Knowledge 
Exchange  (IKE) 

IKE  provides  the  foundation  for  a 
holistic  approach  to  knowledge 
management.  Through  the  sys¬ 
tem,  information  from  across  the 
company  is  integrated  and  made 
available  to  sales  teams,  execu¬ 
tives,  and  product  and  marketing 
managers. 

AVERT  INC. 

Avert  Net 

Avert  Inc.  in  Fort  Collins,  Colo.,  is 
in  the  kind  of  business  that 
makes  prospective  employees  of 
other  businesses  uneasy. 
Somewhere  between  that  first 
job  interview  and  any  eventual 
offer  lies  a  soft-pedaled  piece  of 
the  hiring  process  known  as  the 
background  check.  If  you've  got 
any  skeletons  in  your  closet, 
here's  where  they  rattle  into  view. 

AvertNet  is  an  extranet  serv¬ 
ing  Avert's  supply  chain  of  trad¬ 
ing  partners,  information  sources 
and  clients.  According  to  CIO 
and  Director  of  Business  Services 
Jerry  D.  Thurber,  the  18-month- 
old  site  now  delivers  a  whopping 
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70  percent — and  climbing — of 
Avert's  overall  revenue  stream. 
That  statistic  is  all  the  more 
remarkable  given  that  when 
Thurber  started  at  Avert  in  1996 
only  20  percent  of  the  clients 
were  even  capable  of  doing 
business  on  the  Web. 

But  with  a  product  line  con¬ 
sisting  purely  of  information, 
Avert  has  seized  the  opportunity 
aggressively.  Its  overall  order  vol¬ 
ume  has  risen  20  percent  while 
staffing  has  been  cut  by  8  per¬ 
cent.  The  company  anticipates 
revenue  per  employee  will  climb 
from  $140,000  to  $250,000  in  the 
next  18  months  to  2  years. 

Customers  hiring  within  job 
classifications  subject  to  regula¬ 
tory  stipulations  merely  click  on 
the  hiring  category  (for  example, 
"DOT"  for  the 
Department  of 
Transportation),  and  the 
appropriate  matrix  of 
screening  criteria  is 
applied  to  every  back¬ 
ground  check.  Pre¬ 
extranet,  nearly  80  per¬ 
cent  of  all  customer  orders 
contained  errors  requiring 
follow-up  phone  calls  by 
Avert  personnel;  now, 
because  the  Web  won't 
allow  an  errant  order  to  be 
submitted,  the  error  rate  of 
online  transactions  is  zero. 

Thurber  says  that  over 
time  the  extranet  is  adding 
more  and  more  scoring  and 
analysis  content  to  help  cus¬ 
tomers  make  better  hiring 
decisions.  "Our  focus  is  on 
packaging  data  into  a  pro¬ 
duct  that  delivers  what  we 
call  'safe-hire'  results,"  he 
says.  -Lew  McCreary 


ing  and  some  manufacturing  for 
the  Delta  IV.  Also  involved  in  the 
program  are  two  vendors, 
Raytheon  Corp.  and  Rocketdyne, 
and  one  customer,  the  United 
States  Air  Force.  Putting  accurate 
and  consistent  information  into 
the  hands  of  the  2,000  people 
with  a  stake  in  the  Delta  IV  pro¬ 
gram  would  be  impossible  with¬ 
out  GENISYS,  considering  both 
the  scope  of  the  project  and  the 
six  dispersed  locations  where 
work  on  the  project  is  done. 
GENISYS  has  effectively  eradi¬ 
cated  issues  of  time  and  location. 
Engineers  at  any  location,  for 
example,  can  regularly  log  on  to 
check  project  status,  locate  fel¬ 
low  team  members,  monitor  per¬ 


CIENA  CORP. 

Network  E-Tools 

Like  most  companies,  Ciena 
Corp.,  a  manufacturer  of 
telecommunications  networking 
equipment,  speaks  to  the  impor¬ 
tance  of  customer  service.  But 
the  Linthicum,  Md.-based  com¬ 
pany  puts  some  walk  behind  its 
talk  with  Network  E-Tools,  a  suite 
of  intranet  applications  designed 
to  provide  end-to-end  customer 
service. 

Inspired  by  the  mantra 
"People  by  Name;  Products  by 
Serial  Number,"  the  intranet  was 
built  to  track  every  product  and 
every  customer  contact.  The  four 
systems  that  make  up  E-Tools 


THE  BOEING  CO. 

Delta  IV  Web  Site 

Building  an  extranet  may  not  be 
rocket  science,  but  at  The  Boeing 
Co.  an  extranet  called  GENISYS 
facilitates  rocket  science.  From 
the  company's  Huntington 
Beach,  Calif.,  facility,  GENISYS 
connects  engineers  and  launch- 
site  employees  in  a  virtual  envi¬ 
ronment  where  information 
about  the  Delta  IV  rocket  pro¬ 
gram  is  conveniently  updated 
and  shared. 

Designing  and  building  the 
Delta  IV  rocket — known  as  the 
"evolved  expendable  vehicle 
launch"  in  Boeing  parlance — is  a 
complicated  business.  Boeing's 
Huntington  Beach  location  houses 
program  management,  engineer¬ 


formance  metrics  and  take  a 
photo  tour  of  launch  sites  and 
manufacturing  facilities  any  time 
of  the  day  or  night. 

Yet  GENISYS  is  more  than 
just  a  static  filing  cabinet  for 
documents  and  project  infor¬ 
mation;  using  templates  devel¬ 
oped  by  the  Web  team,  users 
add  and  update  their  own  infor¬ 
mation.  Freed  from  keeping 
content  fresh,  members  of  the 
Web  team  spend  the  bulk  of 
their  time  planning  the  overall 
direction  of  the  site,  training 
end  users  and  testing  new  appli¬ 
cations.  -Megan  Santosus 


enable  employees  to  know 
details  about  each  customer's 
installation  sites. 

Among  other  advantages,  E- 
Tools  allows  employees  to  know 
the  product  configuration  of  any 
customer  without  making  an 
onsite  visit  and  track  problems 
from  an  initial  report  to  resolution. 

E-Tools  isn't  just  a  customer 
service  system.  Ciena  also  uses 
the  intranet  as  the  training 
ground  for  new  employees.  By 
reviewing  past  problems  and 
associated  solutions,  E-Tools  is  a 
platform  for  providing  on-the-job 
training  and  getting  an  em¬ 
ployee  up  to  speed  with  cus¬ 
tomers.  -Megan  Santosus 
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VERITAS 


WinINSTALL 


1999  VERITAS  Software  Corporation,  VERITAS;  WinINSTALL  and  the  VERITAS  logo  are  trademarks  of  VERITAS  Software  Corporation.  Outside  of  the  US  and  Canada  call  1-407-531-7501. 


WinINSTALL 


Why  burn  up  miles  installing  and  re-installing  software  on  each  desktop,  when  there's  a  time-saving  alternative  like  WinINSTALL™? 
With  it,  software  distribution  is  effortlessly  and  consistently  automated  from  one  centralized  location:  You  can  install  new  applications 
or  upgrade  to  the  latest  release  -  all  from  your  desk.  An  efficiency  that’s  been  proven  in  thousands  of  NT  sites  worldwide. 


RUNNING  FROM 
DESK  TO  DESK 


A 

WORKING  FROM 
YOURS 


CISCO  SYSTEMS  INC. 


Cisco  Employee  Connection 

Ninety-eight  percent  of 
r]  O  Cisco's  16,000  employees 
use  the  intranet  regularly.  More 
than  $300  million  in  purchases 
have  been  made  via  the  system, 


and  more  than  1,000  employees 
participate  in  15  sales  training 
classes  each  month. 


CONCERT 

COMMUNICATIONS  CO. 

Concert  InSite 
Concert  Connection 

InSite  is  the  primary 
vehicle  for  providing  HR- 
related  information  and  in-house 
applications  to  2,000  employees. 
Connection  is  a  tool  for  sharing 
knowledge  among  Concert,  a 
telecommunications  company, 
and  its  distributors,  partners  and 
suppliers. 

DCC  INC. 

LifeCare  Net 
BeneWorks 

DCC's  clients  provide  custom¬ 
ized  benefit  and  HR  inform¬ 
ation  to  employees  via  this 
intranet.  Designated  HR  reps  at 
client  companies  can  edit  or 
add  content. 


Available  for  free  to  top-drawer 
U.S.  customers,  Premier  Pages 
accounts  for  40  percent  of  Dell's 
online  revenues  each  day, 
approximately  $5.6  million. 

Dell's  online  initiatives  are 
successful  because  the  company 
follows  a  simple  premise:  Offer 
services  that  make  the  process  of 
buying,  maintaining  and  upgrad¬ 
ing  computers  easier  for  cus¬ 
tomers.  Premier  Pages  certainly 
delivers  on  that  ideal  by  includ¬ 
ing  an  impressive  array  of  func¬ 
tionality.  Dell  hosts  about  10,000 
Premier  Pages  for  customers, 
each  of  which  is  accessed  by  a 
unique  log-on.  By  publishing  spe¬ 
cific  corporate  standards  on  the 
pages  and  incorporating  a  cen¬ 
tralized  purchasing  system,  Dell 
helps  customers  standardize  and 
manage  all  their  PC  purchases. 


CLEAVER-BROOKS 

OrderNet 

Boilerspec 

Engineers  from  around  the  world 
use  the  Boilerspec  extranet  to 
quickly  create  specifications  for 
industrial  boilers.  OrderNet  auto¬ 
mates  and  streamlines  sales  pro¬ 
cesses  for  1,500  independent 
sales  reps  worldwide. 


DELL  COMPUTER  CORP. 

Dell  Premier  Pages  Service 
Dell  Computer  Corp.'s  public 
Internet  site  is  often  held  up  as  a 
model  of  e-commerce  success. 
The  same  should  be  said  for 
Dell's  Premier  Pages  Service, 
password-protected  sites  for  the 
PC  manufacturer's  corporate  and 
public  sector  customers. 


Customers  can  view  their  com¬ 
pany's  standard  PC  configura¬ 
tions,  fill  out  customized  order 
forms  that  abide  by  existing  pur¬ 
chase  processes,  look  up  order 
details  for  the  past  four  months 
and  access  customized  technical 
support  information  including 
software  screenshots  for  trou¬ 
bleshooting  purposes.  Once  cus¬ 


tomers  order  PCs,  Premier  Pages 
makes  it  easy  to  track  shipping 
status  by  customer  or  purchase 
order  numbers.  Since  different 
levels  of  user  access  to  pages  are 
available,  customers  can  let 
employees  purchase  products  for 
home  use  at  Dell's  corporate  dis¬ 
count  prices. 

Even  though  Premier  Pages  is 
comprehensive,  Dell  doesn't 
neglect  the  human  element. 

Each  customer  page  includes 
contact  information  for  a  dedi¬ 
cated  account  team  at  Dell. 
Finding  out  who  to  call  is  only  a 
click  away.  -Megan  Santosus 

DIRECTV  INC. 

DTV  Network  Documentation 
DirecTV's  intranet  is  home  to 
2,000  drawings  and  databases 
relating  to  the  company's  net¬ 
work  infrastructure.  The  site  has 
decreased  IT  overhead  costs  in 
the  Network  Control  Center 
by  500  percent  and  increased 
troubleshooting  productivity 
fourfold. 


EDS  CORP.  EDS  ELEC¬ 
TRONIC  BUSINESS 
&  EDS  EMPLOYEE 
ADMINISTRATION 

EDS  Health  Benefits 
Enrollment 

Seventy  thousand  employees 
use  the  Enrollment  Wizard  self- 
service  application  to  access  per¬ 
sonalized  benefits  information 
based  on  location,  age,  salary 
and  family  status.  Employees  can 
quickly  compare  benefits  of  dif¬ 
ferent  medical  plans  before 
enrolling. 
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There’s  one  compelling  reason  to 
let  us  handle  your  e-business. 


e-bandwidth. 

Most  communications  companies  selling  e-commerce  solutions  have  one  problem,  they've  been  around 
a  while.  So,  their  networks  may  lack  the  bandwidth  to  maximize  your  IT  investments.  We’ve  got  one  of 
the  world’s  fastest  Internet  Protocol  (IP)  networks,  one  with  bandwidth  to  spare.  Put  your  e-business' 
into  overdrive.  Visit  qwest.com  for  the  bandwidth  to  change  everything. 

rule  the  light 

Qwest. 


More  Than  Books: 

CEO  Chris  MacAskill  of 
Fatbrain.com  helps 
customers  build  their 
own  Web  storefronts. 


FATBRAIN.COM  INC. 

Fatbrain.com 

What's  in  a  name?  Not  enough, 
apparently,  for  the  people  who 
ran  ComputerLiteracy.com,  so 
the  company  was  recently 
rechristened  Fatbrain.com.  The 
new  name  reflects  a  broader  mix 
of  subjects  and  products  offered 
by  the  Sunnyvale,  Calif.-based 
bookstore  company.  In  addition 
to  computer  and  IT  books, 
Fatbrain.com  has  branched  out 
to  sell  interactive  training  and 
software  as  well  as  books  on 
management,  investing,  science 
and  math. 

Like  established  book  retail¬ 
ers  such  as  Barnes  &  Noble, 
Fatbrain.com  sells  books  both 
online  and  in  its  two  retail 
stores.  But  the  company  has 
added  a  twist  to  its  online  sales 
with  FindITnow,  an  extranet 
application  that  allows  corporate 
customers  to  build  storefronts 
selling  books  and  training  mate¬ 
rials  on  their  intranets. 

The  idea  is  simple:  By  design¬ 
ing  each  storefront  specifically 
for  the  company  in  question, 
Fatbrain.com  can  highlight  titles 
of  interest  to  employees.  For 
their  part,  employees  can  search 
and  buy  professionally  related 
materials  direct  from  the  com¬ 
pany  intranet.  For  example,  the 
FindITnow  storefront  on  Cisco 
Systems  Inc.'s  intranet  contains 
books  on  networking  topics. 
Fatbrain.com  can  build  the  pur¬ 
chasing  approval  process  into 
the  system,  eliminating  the  need 
for  employees  to  fill  out  expense 
reports  and  keep  track  of 
receipts  while  giving  man¬ 
agers  an  easy  way  to  monitor 
purchases. 

To  date,  Fatbrain.com  has 
designed  and  installed  for  free 
storefronts  on  the  intranets  of  an 
impressive  roster  of  companies. 

In  addition  to  Cisco,  corporate 
customers  include  Microsoft,  Sun 
Microsystems,  Intel  and  the  Bank 
of  America.  -Megan  Santosus 

FEDERAL  DEPOSIT 
INSURANCE  CORP. 

Division  of  Information 
Resource  Management 
Financial  Data  Warehouse 
Via  the  intranet,  users  access  a 
data  warehouse  of  financial 
information  including  general 
ledger  and  budgetary  data. 
Approximately  $1  million  in  sav¬ 
ings  from  increased  speed  and 
ease  of  data  retrieval,  analysis 
and  formatting. 


FORD  MOTOR  CO. 

Ford  Intranet 

In  three  years,  employee  access 
to  the  intranet  has  increased 
from  2,000  to  100,000.  There  are 
770  Web  sites  comprising  nearly 
500,000  documents.  A  search 
engine  handles  over  22,000 
queries  every  24  hours. 

FORSYTHE  TECHNOLOGY 

Forsythe  Technology 
OrderPRO 

The  system  automates  and  man¬ 
ages  the  entire  order  process 
from  requesting  a  quote  to  ful¬ 
fillment.  Among  other  tasks, 
users  can  request  configurations 
of  computer  equipment,  create 
HTML-based  proposals  and 
check  on  shipping  status. 

FUJITSU  BUSINESS 
COMMUNICATION  SYSTEMS 

FBCS  (a.k.a.  Brutus) 

Nicknamed  Brutus,  the  intranet 
serves  as  a  knowledge  base  of 
information  for  all  departments 
at  headquarters  and  14  branch 
offices.  The  database-driven  sys¬ 
tem  allows  employees  to  man¬ 
age  content. 

GENERAL  MOTORS  CORP. 

Socrates 

GM's  intranet,  called  Socrates, 
acts  like  a  portal:  It  links  to  more 
than  500  Web  sites,  reaches 
125,000  employees  in  125  coun¬ 
tries  and  receives  2  million  hits  a 
day.  (See  "Overdrive,"  Page  36.) 

HAND  TECHNOLOGIES  INC. 

Hand  Technologies 
Team  Center 

The  Team  Center  provides  a 


4,000-member  sales  force  with 
training  information,  marketing 
collateral  business  management 
tools  and  online  chat  rooms. 
Salespeople  can  track  sales  and 
earnings  in  real-time. 

INDIANA  UNIVERSITY  PURDUE 
UNIVERSITY  INDIANAPOLIS 

Eclipse  Web  Interface 
Tech  support  personnel  use 
Eclipse  to  access  a  knowledge 
base  of  technical  information.  In 
addition,  call  tracking  and  prob¬ 
lem  resolution  are  monitored. 
Students,  staff  and  faculty  can 
request  technical  services  online. 

KETCH  UM 

Ketchum  Global  Network 
Ketchum's  workflow  and  knowl¬ 
edge  management  intranet  is 
used  to  support  teams  and 
streamline  processes. 

Information  online  includes 
news,  case  studies,  research,  pre¬ 
sentations  and  contact  lists. 
Information  is  added  weekly. 

LEARNINGBYTE 

INTERNATIONAL 

LearningByte  International 
Extranet 

Communicating  across  time  zones 
and  languages  is  easier  and  more 
cost-effective  due  to  the  extranet. 
Through  the  system,  customers 
can  review  and  approve  training 
materials  online  while  employees 
can  work  from  home. 

MAZDA  NORTH  AMERICAN 
OPERATIONS 

Mazda  Electronic  Service 
Information  (ESI) 

This  intranet  delivers  accurate 


and  timely  information  to  tech¬ 
nicians  at  Mazda  dealers.  The 
system  provides  access  to  more 
than  50,000  pages  of  service 
information  from  one  interface. 

MCI  WORLDCOM  INC. 

Career  Enhancement 
University 

Employees  have  anywhere/any¬ 
time  access  to  technical  training 
via  the  intranet.  Course  materials 
and  technical  documents  are 
accessible  through  the  site,  as  is 
interactive  simulation  training. 

MERRILL  LYNCH  &  CO.  INC. 

Product  &  Services  Marketing 
Brokers,  assistants  and  managers 
get  information  on  all  products 
and  services  through  this 
intranet.  More  than  1,700  chap¬ 
ters  of  product  content  by  more 
than  250  authors  are  delivered 
online  to  50,000  users. 

THE  MONY  GROUP  INC. 

MONY  InSight 

The  company's  2,400  field  sales¬ 
people  have  online  access  to 
downloadable  forms,  sales  mate¬ 
rials  and  presentations.  The 
intranet  is  also  the  only  source 
for  software  updates. 

NATIONAL 

SEMICONDUCTOR  CORP. 

National  Semiconductor 
Web  Site 

This  is  a  one-stop  extranet  that 
aggregates  and  displays  inven¬ 
tory  status  at  the  warehouses  of 
National  Semiconductor  and  its 
channel  partners.  Salespeople 
can  create  custom  Web  pages 
for  customers. 


It's  a  way  to  make 
the  most  of  a  new  era. 

By  shifting  the  responsibility  for 

business  technology  to  us. 

We  take  care  of  all  the 
hardware  and  software. 
You  access  just  what  you  need. 

Best-of-breed  applications 
that  will  get 

you  into  e-commerce  in  a  heartbeat. 

And  keep  you  there. 

When  you  grow  we'll  grow  with  you. 

Our  global  network  and 
scalable  services 
will  see  to  that. 


It's  a  comprehensive  solution 
with  a  complete 

business  focus. 

Flexible. 

Reliable. 

Ready 

for  you. 


THE  I NTE R N ET  STA RTS  HERE® 


1.888.774.1291 

www.psinet.com 

Call  today  for  a  free  information  package 
on  e-commerce  outsourcing. 

1999  PSINet  Inc.  The  Internet  Starts  Here"  and  the  PSINet  logo  are  trademarks  of  PSINet  Inc. 


NAVAL  AVIATION  DEPOT 
JACKSONVILLE 


Aircraft  Configuration 
Management  Intranet 

An  exercise  in  continual 
improvement,  GOSNET 
tackles  configuration  manage¬ 
ment  between  the  Navy  and 
Boeing  with  an  application  that 
utilizes  one  database  of  shared 
information.  Locating  related 
documents  is  a  click  away  and 
data  inconsistencies  have  gone 
the  way  of  the  P-26  Peashooter. 


NAVAL  UNDERSEA  WARFARE 
CENTER,  DIVISION  NEWPORT 


NUWC  Division  Newport 
Intranet 

-.4 1  The  intranet  serves  as  a 
If  collaborative  tool  connect¬ 
ing  all  departments  and  locations. 
Essentially,  the  site  is  a  seamless 
web  of  communication  networks, 
computers,  software,  databases 
and  applications  that  integrate 
many  sources  of  information. 


NIKE  INC. 

Global  Product  Information 
Network  (GPIN) 

Nike's  Global  Product 
Information  Network  helps  200 
footwear  designers  and  brand 
builders  around  the  world  col¬ 
laborate.  It  provides  access  to 
heterogeneous  data  sources  and 
is  used  from  product  idea  gener¬ 
ation  through  manufacturing. 


NORTH  AMERICAN  POWER 
BROKERS  INC. 

World  Wide  Retail  Energy 
exchange 

Thanks  to  deregulation, 
7^  the  energy  industry  has 
been  transformed  from  the 
realm  of  stodgy  monopolies  into 
an  entrepreneurial  playground. 
For  North  American  Power 
Brokers,  an  extranet  is  helping 
the  Maynard,  Mass.,  company 
carve  out  a  niche  of  its  own  in 
the  newly  dynamic  market  for 
electricity  and  natural  gas. 

The  Worldwide  Retail  Energy 
exchange,  affectionately  known 
as  REX,  is  an  e-commerce  system 
that  relies  on  relational  database 
technology  coupled  with  Internet 
communications  to  match  buyers 
and  sellers  of  energy  in  the  retail 
market.  The  site  includes  a  cus¬ 
tomer  information  system,  en¬ 
ergy  contract  management  func¬ 
tions  and  an  auction  area  in 
which  sellers  and  buyers  can  post 
and  bid  on  energy. 

North  American  Power 


launched  REX  in  1998  and  didn't 
have  to  wait  long  for  positive 
results.  The  company  says  that 
buyers  who  used  REX  to  pur¬ 
chase  energy  from  new  suppliers 
rather  than  from  local  utilities 
reduced  their  costs  by  19  per¬ 
cent.  Companies  that  were 
already  buying  energy  from  third 
parties  saved  money  as  well;  by 
using  REX  to  conduct  transac¬ 
tions  online,  their  energy  bills 
dipped  by  1 1  percent.  For  sellers, 
REX  delivered  lower  transaction 
costs  than  old-time  direct  sales 
and  marketing  channels 
Like  other  Internet  auction 
sites,  REX  earns  its  keep  by 
delivering  lower  costs,  reliability 
and  convenience.  For  a  market 
where  supply  and  demand  can 
change  quite  literally  as  often 
as  the  weather,  an  extranet 
that  can  keep  up  to  speed 
just  may  turn  North  American 
Power  Brokers  into  a  big-time 
player.  -Megan  Santosus 


NORTHERN  STATES  POWER  CO. 

Reddy  Net 

This  knowledge  management 
and  self-service  intranet  is  avail¬ 
able  to  employees  in  a  five-state 
area.  Corporatewide  functional 
applications  that  once  ran  on  a 
mainframe  are  now  available  on 
the  intranet. 


NORTEL  NETWORKS  CORP. 

BayWeb 

This  site  is  the  primary  informa¬ 


PHH  VEHICLE 
MANAGEMENT  SERVICES 

PHH  InterActive 
Just  about  every  business  col¬ 
lects  information  about  its  cus¬ 
tomers  that,  if  only  the  cus¬ 
tomers  could  get  their  hands  on 
it,  would  help  them  work  more 
productively  and  intelligently. 


Too  few  businesses 
think  to  package  that 
captured  information 
and  offer  it  back  as 
added  value. 

PHH  Vehicle  Man¬ 
agement  Services  uses 
an  extranet  to  do  just 
that,  giving  its  cus¬ 
tomers'  fleet  managers 
the  sort  of  information 
and  insight  intended  to 
turn  them  from  clerical 
drudges  into  knowl¬ 
edge  workers.  PHH 
InterActive  gives  cus¬ 
tomers  access  to  perti¬ 
nent  areas  of  its  Web 
data  warehouse,  allow¬ 
ing  them  to  perform 
comparative  analyses  of 
vehicle  types  and  mod¬ 
els,  driver  and  safety 
records,  and  cost-of- 
ownership  statistics. 

As  a  result,  fleet  man¬ 
agers  become  better 
informed,  leading  to 
smarter  decisions  about  which 
makes  and  models  of  vehicles  to 
buy,  when  it's  time  to  offer  target¬ 
ed  driver  training  (after,  say,  a  rise 
in  rear-end  collisions  involving 
minivans)  or  to  issue  an  advisory 
about  what  grades  of  fuel  to  buy 
from  which  vendors.  Fleet  man¬ 
agers  can  drill  down  into  individ¬ 
ual  drivers'  records  (how  many 
accidents  or  parking  tickets?)  and 
individual  vehicles'  safety,  repair 
and  maintenance  histories. 

Providing  access  to  this  kind 
of  information  does  more  than 
just  empower  the  customer;  it 
also  frees  PHH  reps  from  having 
to  generate  reports  in  response 
to  inquiries  and  allows  them  to 
concentrate  on  creating  new 
business  opportunities  and 
higher-value  customer  services. 

PHH  InterActive  has  so  dra¬ 
matically  lowered  the  cost  of 
delivering  service  that  the  com¬ 
pany  can  now  profitably  enter 
markets  (fleets  of  less  than 
100  vehicles)  once  thought  to 
be  too  small  to  exploit  cost- 
effectively.  -Lew  McCreary 


PR1CEWATERHOUSECOOPERS 

KnowledgeCurve 
An  initiative  of  the  global  knowl¬ 
edge  management  group, 
KnowledgeCurve  is  available  to 
146,000  employees  in  152  coun¬ 
tries.  Multilingual  content  ranges 
from  internal  communications 
to  learning  opportunities  and 
expert  contacts. 


tion  management  and  delivery 
engine  for  sales,  marketing,  ser¬ 
vice,  operations  and  business 
groups.  The  company  estimates 
$10  million  in  savings  by  reduc¬ 
ing  the  time  employees  spend 
looking  for  information. 


NOVELL  INC. 

Novell  InnerWeb 
Business  processes  on  this 
intranet  include  purchase  requi¬ 
sitions,  travel  bookings,  em¬ 
ployee  benefits  enrollment  and 
compensation  information.  The 
site  also  lets  the  company  test 
its  networking  and  software 
products  before  they  ship. 
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You  had  to  cut  your 
IT  manager’s  budget. 
Again. 

And  he’s  got  more 
connectivity  demands 
than  he  can  handle. 

Now  here’s  a 
solution  you  can 
both  count  on... 


Enterprise  Now! 


TM 


Q  Redefining  Enterprise  Connectivity 

It’s  a  whole  new  network  out  there.  While  you  need  to  cut  budgets,  your  IT  manager  needs  to  give  more  users 
access  to  your  IBM  mainframe,  AS/400  and  UNIX  hosts.  Fortunately,  we’ve  got  the  solution.  Introducing  Hummingbird 
Enterprise  Now!— the  only  complete  connectivity  solution  for  your  network— today  and  tomorrow.  Enterprise  Now! 
redefines  connectivity  by  offering  the  highest  performing  Web-to-Host,  Terminal  Emulation,  Thin  X,  PC  X  Server  and 
NFS  solutions  available— all  with  a  single  Enterprise  Client  License  and  comprehensive  Professional  Services.  Best  of 
all,  Enterprise  Now!  includes  HostExplorer,  HostExplorer  Web,  Exceed,  Exceed  Web  and  the  NFS  Maestro  family, 
which  give  you  network  connectivity  today  without  restrictions  on  the  shape  of  your  network  tomorrow-  saving  you  time 
and  money.  For  the  solution  you  can  count  on,  trust  Hummingbird,  the  world 
leader  in  enterprise  connectivity  solutions. 

Enterprise  Now!,  Exceed,  Exceed  Web,  HostExplorer,  HostExplorer  Web,  and  NFS  Maestro  are  trademarks  of  Hummingbird 
Communications  Ltd.  3Com  is  a  registered  trademark  of  3Com  Corporation.  Palm  V  is  a  registered  trademark  of  3Com 
Corporation.  Iridium  and  the  Iridium  Logo  are  registered  trademarks  and/or  service  marks  of  Iridium,  L.L.C. 

©1999  Hummingbird  Communications  Ltd. 


Fax:  (416)  496-2207 

Email:  info@hummingbird.com 

www.hummingbird.com/nc/ciocontest 


Tel.:  (416)  496-2200 


To  win  an  Iridium™  Satellite  Phone  or  a  3Com®  Palm  Visit 
our  Web  site  at  www.hummingbird.com/nc/enterprisenow 


RELIANT  ENERGY 

EMSweb 

At  Reliant  Energy,  intranet  tech¬ 
nology  has  accomplished  some¬ 
thing  most  companies  would 
find  enviable.  By  delivering  oper¬ 
ational  data  to  more  than  12,000 
employees  in  real-time,  the 
Houston-based  utility's  EMSweb 
has  relegated  its  legacy  systems 
to  relics  of  the  past.  In  the  pro¬ 
cess,  EMSweb  has  put  $2  million 
back  into  Reliant's  coffers. 

Funded  by  Reliant's  control 
systems  division,  EMSweb  helps 
the  company  support  its  far- 
flung  operations.  Information 
formerly  housed  in  a  single  data 
center  has  been  liberated  thanks 
to  EMSweb  and  is  now  accessi¬ 
ble  from  power  plants  in  Texas 
and  California.  From  Houston, 
employees  can  monitor  and  con¬ 
trol  newly  acquired  generating 
facilities  throughout  California 
using  applications  on  the  site.  By 
using  Web  technology  and  its 
existing  infrastructure  to  inte¬ 
grate  new  facilities  in  California, 
EMSweb  helped  save  an  addi¬ 
tional  $1  million. 

While  the  savings  are  wel¬ 


significant  reduction  in  the  time  it 
takes  to  respond  to  a  changing 
market,"  says  Thomas  E.  Sims, 
project  manager  of  the  site. 

The  intranet  isn't  used  only  to 
distribute  textual  information, 
however.  Web  cameras  installed 
at  unmanned  power  substations 
make  it  possible  for  employees 
to  monitor  operations  remotely 
through  EMSweb.  In  the  past, 
field  personnel  had  to  visit 
sites  in  order  to  check  out  any 
problems.  - Megan  Santosus 

REMEDY  CORP. 

Home  Remedy 

Remedy's  intranet  gives  employ¬ 
ees  easy  access  to  common  busi¬ 
ness  processes  and  guides  them 
to  the  correct  application  for 
specific  tasks.  A  resource  called 
"Ask  Mom"  helps  lost  intranet 
users  find  their  way. 

SANDIA  CORP. 

Sandia  National  Laboratories 
tech  web 

A  feature-rich  intranet  saving  the 
government  lab  millions  of  dol¬ 
lars  annually,  tech  web  is  home 
to  400,000  documents  and  200 
applications.  As  an  indispensable 


streamlining  strategic  business 
processes  in  HR,  sales,  market¬ 
ing,  finance  and  payroll.  To  date, 
net  savings  have  amounted  to 
$72  million  and  are  increasing. 

SCIENT  CORP 

The  Scient  Zone 

A  knowledge  management 
intranet,  the  Scient  Zone  has 


reduced  turnaround  time  on 
deliverables  by  providing  tem¬ 
plates  and  sample  documents 
that  employees  can  reuse. 
Employees  contribute  content 
ranging  from  local  restaurant 
reviews  to  articles  about 
e-business. 

SUN  MICROSYSTEMS  INC. 

SunWeb 

The  intranet  serves  as  the 
primary  index  and 
retrieval  mechanism  for  approxi¬ 
mately  4  million  internal  docu¬ 
ments.  SunWeb  is  also  the 
testbed  for  implementing 
e-commerce  and  business  appli¬ 
cations. 

TOSHIBA 

Internet  FYI 

The  Electronic  Imaging 
Division  (EID)  of  Toshiba 
America  Information  Systems 
has  an  intranet  that  doubles  as  a 
dealer  extranet.  The  well-traf¬ 
ficked  site  links  96  percent  of  its 
dealers  (and  all  internal  employ¬ 
ees),  and  it  processes  2,500 
orders  a  week  along  with  15,000 
inquiries.  The  site  now  accounts 
for  85  percent  of  EID's  total  sales 
revenue. 

Internet  FYI  (a  winner  last 
year  too)  has  allowed  EID  sales 
reps  to  interact  more  efficiently 
with  dealers;  given  dealers  the 
means  to  manage  their  volume- 
discount  quotas  up  to  the 
minute;  driven  record-breaking 
revenue  increases  among  major 
accounts;  and  enabled  nearly 
real-time  data  modeling  and 
analysis  (sales  figures  update 
every  15  minutes),  of  value  both 
to  Toshiba  management  and  to 
the  dealers. 


But  perhaps  the  most  revolu¬ 
tionary  insight  Toshiba  has 
gleaned  from  the  Internet  FYI 
experience  is  that  the  Web  pre¬ 
sents  a  fundamental  change  in 
system  development  from  the 
legacy  mainframe  model. 
Increasingly,  new  development 
is  migrating  to  the  Web. 
Especially  pleasing  to  EID's  mar¬ 
keters  is  the  ability  to  offer  cre¬ 
ative  promotions  and  bundling 
deals  that  don't  turn  into  trans¬ 
action-processing  nightmares 
when  run  through  inflexible 
mainframe  apps.  At  roughly  one- 
third  the  programming  cost  of 
what  would  have  been  needed 
to  modify  legacy  systems, 
Internet  FYI  now  handles  the 
complex  custom  promotions 
pertaining  to  individual  dealers. 

The  intranet  is  used  as  back¬ 
up  for  EID's  mainframe  overnight 
parts  delivery  system.  Within  a 
month  of  deploying  the  Web- 
based  emergency  backup,  the 
mainframe  crashed  during  a 
peak  fulfillment  period.  Without 
a  hiccup,  Internet  FYI  filled  the 
breach:  EID  made  its  FedEx  ship¬ 
ping  deadlines — and  kept  its 
overnight  delivery  promise  to 
dealers.  -Lew  McCreary 

UNITED  STATES  ATLANTIC 
COMMAND 

Knowledge  Today 

•%<  Military  intelligence  is  not 
an  oxymoron  at  the 
United  States  Atlantic  Command. 
With  its  database-driven 
intranet/extranet  knowledge 
management  system,  synthe¬ 
sized  knowledge  is  accessible  to 
members  of  all  ranks  worldwide. 

USWEB/CKS 

USWeb/CKS  Central 
More  than  2,000  employees 
worldwide  access  the  intranet 
for  HR-related  information  and 
services  as  well  as  for  knowledge 
management  applications.  The 
company  estimates  that  80  per¬ 
cent  of  corporate  knowledge  is 
captured  on  the  intranet. 

THE  WHARTON  SCHOOL 
OF  THE  UNIVERSITY 
OF  PENNSYLVANIA 

SPIKE 

All  student  services  are  on  an 
intranet  accessible  with  a  single 
integrated  interface.  Students 
use  SPIKE  as  a  customizable 
Web-based  "control  panel"  for 
services  including  e-mail,  course 
materials,  library  resources  and 
directory  information. 


http://webbusiness.cio.com 


tool  that  has  replaced  paper,  the 
value  of  tech  web  goes  beyond 
quantification. 


SBC  COMMUNICATIONS  INC. 

SBC  Intranet 

The  intranet  is  the  vehicle 
for  corporatewide  com¬ 
munications,  collaboration  and 


ini 

Ifc 


come,  getting  data  quickly  into 
the  hands  of  employees  is  where 
EMSweb  shines.  Real-time  market 
data  from  public  Internet  sites  is 
uploaded  and  distributed  to  mar¬ 
keting  employees  via  EMSweb  to 
support  buy  and  sell  decisions. 
"The  primary  asset  EMSweb 
brings  to  the  table  from  an  en¬ 
ergy  management  standpoint  is  a 
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Product  Data  Manage¬ 

As  the  leader  in  PDM 

full  functionality  via  the 

Metaphase' 

ment  software  enables  your 

technology,  Metaphase®  is 

web.  And,  of  course,  we 

Get 

entire  enterprise  to  share  crit¬ 

delivering  on  this  promise 

provide  implementation 

There 

ical,  up-to-the-minute  data 

at  over  350  companies 

guidance  and  support  to 

Faster 

throughout  a  product’s  life 

worldwide,  with  over 

get  you  operational  quickly 

cycle.  Which  means  deci¬ 

175,000  users  in  production. 

For  more  information. 

sions  can  be  made  faster, 

Metaphase  enables  you 

including  our  most  recent 

5DRC 

with  more  certainty,  fueling 

to  integrate  all  data  across 

Customer  Success  Stories, 

innnovation,  and  reducing 

your  time-to-market. 

the  supply  chain.  It  delivers 

call  800-848-7372  or  visit 

www.SDRC.com. 

The  question  is  not  whether 
PDM  is  the  vehicle  to  the  future, 
but  whether  you’ll  enjoy  the  ride. 
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Anatomy  of  IT  Partnerships 

Exploring  the  Heart  of  the  Enterprise 


IT  and  business  executives  are  increasingly  re-evaluating  their 
organizations  ability  to  compete  alone  in  the  next  century.  The 
irreversible  globalization  of  markets,  swift  technology  advance¬ 
ments,  and  new  market  opportunities  are  expanding  the  gap 
between  what  an  organization  may  want  to  achieve  and  what 
it  is  able  to  realistically  achieve  on  its  own. 

Partnerships  allow  organizations  to: 

■  gain  reciprocal  knowledge  and  enhanced  capabilities 

■  extend  the  enterprise  and  maximize  strategic  advantage 

■  prevent  long-term  obsolescence 

■  reduce  costs  and  increase  shareholder  value 

How  will  we  develop  more  creative  and  unique  internal  and 
external  strategic  partnerships? 

Through  case  studies,  business  briefings  and 
keynote  presentations  from  business  and 
IT  leaders,  attendees  will  examine  how 
organizations  are  increasingly  using 
partnerships  to  strengthen  their  mar¬ 
ket  presence  and  competitive  advan¬ 
tage.  By  incorporating  this  knowledge 
into  their  business  strategies,  they  will  learn 
ways  to  maximize  their  existing  partnerships  and 
create  new  ones. 


In  his  latest  work,  DonTapscott,  author 
of  Blueprint  to  the  Digital  Economy:  Cre¬ 
ating  Wealth  in  the  Era  of  E-Business,  is 
leading  two  research  initiatives:  one  on 
governance  and  the  changing  role  of  gov¬ 
ernments  in  the  future,  and  what  the 
opportunities  in  e-commerce  really  mean 
for  business  strategists  and  the  enterprise. 
Tapscott  analyzes  the  dramatic  shifts 
occurring  in  partnerships  among  gov¬ 
ernments,  business  leaders  and  enter¬ 
prises.  Arthur  Miller,  highly  respected 
Harvard  Law  School  professor  and  copy¬ 
right  expert,  offers  insight  into  the  legal 


BUSINESS  BRIEFINGS 

Monday  and  Tuesday  afternoon,  you 
will  attend  a  series  of  multiple  business 
briefings  offered  by  our  Corporate 
Hosts. 


COMPANION  PROGRAM 

Participation  in  the  Companion 
Program  includes  all  scheduled  meals, 
receptions  and  entertainment,  a 
stretch  and  tone  class,  and  all  planned 
companion  activities  except  session 
attendance.  Companions  must  be 
enrolled  to  participate  in  conference- 
related  activities. 


complexities  of  the  intellectual  property  that  executives  must 
consider  in  partnership  situations.  B.  Joseph  Pine  II,  author  of 
The  Experience  Economy:  Work  Is  Theatre  &  Every  Business  a 
Stage,  discusses  how  a  new  economic  era  is  emerging.  Busi¬ 
nesses  will  move  beyond  providing  a  service  to  creating  authen¬ 
tic,  memorable  events  to  encourage  future  sustainable  growth 
and  develop  stronger  relationships.  He  candidly  discusses 
what  CIOs  can  do  to  deliver  ultimate  experiences  within  their 
organizations.  James  C.Wetherbe,  PhD  joins  us  once  again  as 
the  conference  moderator  and  experience  leader  to  discuss  the 
competitive  advantages  of  interorganizational  partnerships. 

As  the  mastermind  of  Connecticut’s  unique  plan  to  outsource 
its  entire  IT  operations  to  a  large  IT  vendor,  Rock  Regan  offers 
insight  into  the  internal  and  external  challenges  faced 
during  the  agreement’s  entire  prepara¬ 
tion  process.  The  LAPD’s  CIO,  Roger 
Ham,  will  discuss  the  department’s  crit¬ 
ical  information  systems  across  five  sep¬ 
arate  divisions  to  increase  the  depart¬ 
ment’s  speed,  maneuverability,  respon¬ 
siveness,  flexibility  and  accountability. 
Joyce  Wrenn  of  Union  Pacific  Rail¬ 
road,  James  Schmidt  of  the  First 
National  Bank  of  Omaha,  and  Robert 
Sweeney  of  the  Applied  Information 
Management  Institute  explain  the  busi¬ 
ness/education  partnership  model 
formed  by  Nebraska  businesses,  schools 
and  government  agencies  to  bridge  the 
critical  IT  communications  and  skills 
gaps  within  the  state. 


To  enroll: 

■  visit  our  Web  site  at  www.cio.com/ 
conferences 

■  complete  the  enrollment  form  on  the 
back  of  this  brochure  and  fax  it  to 
508  879-7720. 

■  call  our  conference  hotline  at 

800  366-0246. 


CORPORATE  HOSTS  hQUONt 

IJfJfL  1PIDC  intgl*  LOCKHEED  M  A  R  T  ,  N 


Brio  caBLeTRon  roMPan 

Technology  _ SYSTgms  UC/lflnHU 


Data  General 


HI  Ernst  &  Young  llp 


The  Complete  Networking  Solution- 


Lucent  Technologies 


o  & 


IMetScout. 


Heroine  the  network  ij  the  busineu: 


NORTEL 

NETWORKS 


"The  conference  gave  me  confidence  that  my 
organization  is  on  the  right  track . . .  with  planning, 
implementation,  staff  retention, 
organizational  structure,  etc."  — Jill  Deem 

Cl O  and  Director  of  Information  Services,  Partners! 

National  Renewable  Energy  Laboratory 


To  enroll,  please  visit 
www.cio.com/conferences 
or  call  800  366-0246. 


IffTTiiflfc 
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Keynote  Presenter 


James  Schmidt 

Senior  Vice  President 
Technology  Services  Division 

First  National  Bank  of  Omaha 


DonTapscott 

Chairman 

The  Alliance  for  Converging  Technologies 

Author,  Blueprint  to  the  Digital  Economy: 
Creating  Wealth  in  the  Era  of  E-Business 


Robert  Sweeney 

Executive  Director 

Applied  Information  Management  Institute 


Featured  Presenters 

Arthur  R.  Miller 

E..,  ■  j  Professor  of  Law 

jL  Harvard  Law  School 


Joyce  Wrenn 

CIO  and  Vice  President  of 
Information  Technologies 

Union  Pacific  Railroad  Company 


Conference  Moderator 


B.  Joseph  Pine  II 

Author,  The  Experience  Economy: 

Work  Is  Theatre  &  Every  Business  a  Stage 

Every  attendee  will  receive  a  copy  of  Pines 
latest  book. 


HEWLETT® 

PACKARD 


HYPERiON 

Driving  Business  Performance* 


PLATINUM 


ESEQUEnT  ^Sprint 


Dr.JimWetherbe 

Director,  MIS  Research  Center 

University  of  Minnesota 

Federal  Express  Professor  of  Excellence 
Director,  Center  for  Cycle  Time  Research 

University  of  Memphis 


ACCOMMODATIONS 

The  spectacular  beauty  of 
the  Hyatt  Grand  Cypress 
features  lush  gardens, exotic 
birds  and  tropical  waterfalls 
combined  with  the  45-hole 
Jack  Nicklaus  signature  golf 
course,  a  large  white  sand 
beach  on  a  21  -acre  lake,  pro¬ 
fessional  tennis  facilities  and  a 
complete  health  dub.The  Hyatt 
is  adjacent  to  Walt  Disney  World 
and  convenient  to  a  variety  of  area 
attractions,  making  it  an  elegantly 
renowned  destination. 
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ENROLLMENT  FORM 


CIO 


Anatomy  of  IT  Partnerships 

Exploring  the  Heart  of  the  Enterprise 


PERSPECTIVES 


OCTOBER  3-6,  1999  •  HYATT  GRAND  CYPRESS  ■  ORLANDO,  FLORIDA 

Please  visit  our  Web  site  at  www.cio.com/ 'conferences  or 
Fax  to  508  879-7720.  You  may  also  Call  us  at  800  366-0246  or 
Mail  the  completed  form  to:  Executive  Programs,  CIO 
Communications,  Inc.,  D3620,  Boston,  MA  02241-3620. 


NAME 


TITLE 


COMPANY 


ADDRESS  MAIL  STOP 


CITY  STATE  ZIP  CODE 


PHONE  FAX 


E-MAIL  COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


WHAT  ARE  YOUR  ORGANIZATION'S  ANNUAL  REVENUES  OR  ASSETS? 


WHAT  IS  YOUR  ANNUAL  IT  BUDGET? 


YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 


HOTEL  ACCOMMODATIONS 

We  urge  you  to  make  your  reservations  early  by  calling  the  hotel  at 
407  239-1234  and  identifying  yourself  as  part  of  the  CIO  conference  to 
receive  the  conference  rate.  CIO  will  make  hotel  reservations  for  gov¬ 
ernment/military  participants  only.  Be  sure  to  guarantee  your  room 
with  a  credit  card,  as  all  unreserved  or  unguaranteed  rooms  will  be 
released  on  August  29,  1999.  Hotel  reservations,  cancellations  and  charges 
are  your  responsibility.  If  a  CIO  conference  Enrollment  Form  is  not  received 
within  48  hours  of  making  your  hotel  reservation,  your  room  will  be 
released  from  the  CIO  room  block. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in  advance  of  the  meeting.  Fee 

includes  conference  sessions,  business  briefings,  Corporate  Host  displays, 
conference  materials  and  scheduled  meals,  receptions  and  entertainment. 
Transportation,  hotel  and  recreation  are  your  responsibility.  Please  note 
that  submission  of  this  enrollment  form  to  CIO  obligates  the 
attendee/sender  for  the  enrollment  fee. 

CANCELLATION 

ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST  BE  MADE  IN  WRITING.  You 
may  cancel  your  conference  or  companion  enrollment  up  to  September  3, 

1 999  without  penalty.  A  $250  administration  fee  will  be  imposed  for  can¬ 
cellations  between  September  4  -  September  1 7,  1  999.  No  refund  or  credit 
will  be  given  for  cancellations  made  after  September  17,  1 999  or  for 
no  shows.  You  may  send  a  substitute  in  your  place.  CIO  reserves  the  right 
to  decline  enrollment  to  any  registrant. 


Business  Card  REQUIRED 
In  Order  to  Process  Registration 


CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEES: 

□  IS  PRACTITIONER/EXECUTIVE  =  $2,180 

This  fee  applies  if  you  are  a  CIO,  IS  executive  or  hold  another 
executive  position  other  than  those  listed  below. 

□  GOVERNMENT/MILITARY  =  $2,675 

The  fee  includes  your  hotel  for  three  nights.  Do  not  make  your 
own  hotel  reservations;  CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $1 0,000 

This  fee  applies  if  you  hold  a  sales,  marketing,  new  business 
development  or  consulting  position,  including  executive  manage¬ 
ment  of  IT  vendor  and  consulting  companies.  This  fee  is  payable 
by  company  check  only.  CIO  will  make  the  final  determination  of 
this  category. 

□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to  attend  any 
conference-related  functions.  Includes  all  scheduled  meals,  recep¬ 
tions,  entertainment,  companion  breakfast,  a  stretch  and  tone 
class,  and  planned  companion  activities.  Conference  session 
attendance  is  not  included. 

PAYMENT  INFORMATION: 

□  Check  Enclosed 

□  P.O.  #  (A  complete  purchase  order  must  be  submitted  within 

10  days) _ _ 

□  Credit  Card  #  _ 

□  AMEX  □  VISA  □  MC  Exp. _ 

Signature _ 

□  I  am  not  staying  at  the  Hyatt  Grand  Cypress 


Name  of  alternate  hotel 

TJY1 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720. 


If '! 


For  more  information  or  to  download  a  demo, 


THE  CIO  CONSULTWARE  SERIES™  INTELLECTUAL  CAPITAL  THAT  MAKES  YOU  THE  EXPERT 


Shorten  the  Planning  Cycle... 


And  Create  a  Process  that  Works  for 


the  Entire  Organization. 


Sound  Impossible?  Not  if  You  Know  Where  to  Start... 

Implementing  IT  Strategies  for  CIOs 


One  of  Our  Most 


Requested  Products... 


Implementing  IT  Strategies  for  CIOs  is  a  com¬ 
prehensive,  information-rich  research  product 
that  answers  all  your  questions  regarding  the 
IT  strategy  process.  For  $2,295,  you  receive: 

■  An  80+  page  benchmarking  report. 

■  A  CD-ROM  (and  diskettes)  containing  250+ 
pages  of  value-added  intellectual  capital — 
including  tested  and  proven  models,  methods 
and  practices  drawn  from  the  actual  experiences 
of  leading  compa¬ 


nies;  and  customiz¬ 
able  reports, 
memos,  and  pre¬ 
sentation  slides 
and  templates. 


Implementing 

IT  Strategies 


Peer  Product  Review 


ihanKyoi 

StratPi 


was  finally  ab 
vince  my  exec 
Steering  Com 

f/-\  r  /A  firss  rv*»  / 


visit  our  Web  site  at  www.cio.com/consultware . 


To  order  any  CIO  ConsultWare  Series 
research  products,  contact  Dot  Caspersen 
at  508  935-4040  or  email  your  inquiry  to 


research@cio.com. 


CIO  ConsultWare  is  produced  jointly 
by  CIO  Communications  and  ICEX,an 
independent  research  firm. 


onsultWare  Implementing  IT 
to  be  literally  worth  its  weight 

ks  to  the  validity  of  the  information  presented,  I 

gHnnfr' 

finally  able  (after  trying  for  more  than  a  year)  to  con- 
e  my  executive  management  team  to  form  an  IT 
Steering  Committee  and  to  enable  IT  within  our  company 
to  shift  from  a  purely  background  support  role  to  an  active 
partnership  role  within  the  organization. 


Edwin  L.  Martinez 
Director,  Management  Info.  Systems 
Micro  Optics  Design  Corporation 


the  Winners  1999 


INTERNET 


3COM  CORP. 

www.3com.com 

AIR  FORCE  RESEARCH 
LABORATORY  INFORMATION 
DIRECTORATE 

www.rl.af.mil 

ART.COM  INC. 

www.art.com 

ASIAN  SOURCES 

www.asiansources.com 

BRITISH  AIRWAYS  PLC 

www.britishairways.com 

CAMERAWORLD.COM 

www.  camera  world.com 

CISCO  SYSTEMS  INC.  # 

Cisco  Connection  Online  (CCO) 

www.cisco.com 

COLDWELL  BANKER  CORP 

www.  cold  we  1 1  ban  ker.  com 

CURRENT  ANALYSIS  INC. 

www.currentanaiysis.com 

DATEK  ONLINE 
Datek  Online  Brokerage 
Services  Corp. 

www.datek.com 

DIGITALTHINK  INC.  # 

www.digitalthink.com 

DISAPPEARING  INC. 

Kitchen  Sink  Press 

www.kitchensink.com 

DOW  JONES  &  CO.  INC. 

The  Wall  Street  Journal 
Interactive  Edition 

www.wsj.com 

E-LOAN  INC. 

www.eloan.com 

EASTMAN  KODAK  CO.  * 

www.kodak.com 

ELDERHOSTEL 

www.  elder  h  ostel.org 

FEDERAL  EXPRESS  CORP.  # 

www.fedex.com 

FLASHLINE.COM  INC. 

www.flashline.com 

THE  STATE  OF  FLORIDA  DEPART¬ 
MENT  OF  MANAGEMENT  SERVICES 

www.state.fl.us 

GREENPEACE  USA 

www.greenpeaceusa.org 

HAND  TECHNOLOGIES  INC. 

Hand  Technologies  Storefront 

www.handtech.com/storefront.asp 

l-ESCROW  INC.  * 

www.iescrow.com 

IMAGE-X 

E-filing.com 

www.e-filing.com 

INTELLIGENT  LIFE  CORP. 
bankrate.com 

www.bankrate.com 

IPRINT  INC.  * 

www.iprint.com 


♦  indicates  previous  winners 


LOOPNET  INC. 

www.ioopnet.com 

MARKAT  ENTERPRISES 
Kentucky  Lake 

www.kentuckylake.com 

COMMONWEALTH  OF 
MASSACHUSETTS  REGISTRY  OF 
MOTOR  VEHICLES 

www.state.ma.  us/rm  v 

MORNINGSTAR  INC. 

www.morningstar.net 

NATIONAL  INSTITUTES  OF 
HEALTH  CENTER  FOR 
INFORMATION  TECHNOLOGY 

www.cit.nih.gov 

STATE  OF  NEBRASKA 
DEPARTMENT  OF  ECONOMIC 
DEVELOPMENT 

assist.ded.state.ne.us 

NINECO  INC. 

Gamesville.com 

www.gamesville.com 

THE  OBSESSIVE-COMPULSIVE 
FOUNDATION 

www.ocfoundation.org 

OFFICE  DEPOT  INC.  # 

www.officedepot.com 

OMX  INC. 

OfficeMax.com 

www.officemax.com 

PHOTODISC  INC. 

www.photodisc.com 

POINT.COM  INC. 

Point.com 

www.point.com 

REI 

www.rei.com 

RITE  AID  CORP. 

riteaid.com 

SCHOOLMUSIC.COM 

www.schoolmusic.com 

SCUDDER  INVESTOR 
SERVICES  INC. 

www.scudder.com 

SNAP  TECHNOLOGIES  INC. 
CollegeEdge 

www.collegeedge.com 

SONNET  FINANCIAL 

www.sonnet-hnancial.com 

SPRINT  SPECTRUM  LP 
Sprint  PCS 

www.sprintpcs.com 

THOMAS  PUBLISHING  CO.  # 
Thomas  Register  of 
American  Manufacturers 

www. thomasregister.com 

THOMSON  &  THOMSON 

www.thomson-thomson.com 

UNITED  PARCEL  SERVICE 
OF  AMERICA  INC. 

www.ups.com 

VISA  INTERNATIONAL 

www.visa.com 

THE  WEATHER  CHANNEL  * 
ENTERPRISES  INC. 

www.weather.com 

WEBSIDESTORY  INC. 

www.statmarket.com 


INTRANET 


3COM  CORP. 

3Community 

AARP 

INFONET 

ALLEGIANCE  HEALTHCARE  CORP., 
A  CARDINAL  HEALTH  CO. 

ASAP.e.COMM 

AMERICAN  ONCOLOGY 
RESOURCES  INC. 

American  Oncology  Resources 
SecureNet  Extranet 

ANSWERTHINK  CONSULTING 
GROUP 

Mind-Share 

AT&T  BUSINESS  SERVICES— 
GLOBAL  MARKETS 

Information  and  Knowledge 
Exchange  (IKE) 

AVERT  INC. 

Avert  Net 

THE  BOEING  CO. 

Delta  IV  Web  Site 

CIENA  CORP. 

Network  E-Tools 

CISCO  SYSTEMS  INC.  # 

Cisco  Employee  Connection 

CLEAVER-BROOKS 

OrderNet 

Boilerspec 

CONCERT 

COMMUNICATIONS  CO.  * 

Concert  InSite 
Concert  Connection 

DCC  INC. 

LifeCare  Net 
BeneWorks 

DELL  COMPUTER  CORP. 

Dell  Premier  Pages  Service 

DIRECTV  INC. 

DTV  Network  Documentation 

EDS  CORP.  EDS  ELECTRONIC 
BUSINESS  &  EDS  EMPLOYEE 
ADMINISTRATION 

EDS  Health  Benefits  Enrollment 

FATBRAIN.COM  INC. 

Fatbrain.com 

FEDERAL  DEPOSIT 
INSURANCE  CORP. 

Division  of  Information  Resource 

Management 

Financial  Data  Warehouse 

FORD  MOTOR  CO. 

Ford  Intranet 

FORSYTHE  TECHNOLOGY 

Forsythe  Technology  OrderPRO 

FUJITSU  BUSINESS 
COMMUNICATION  SYSTEMS 

FBCS  (a.k.a.  Brutus) 

GENERAL  MOTORS  CORP. 

Socrates 

HAND  TECHNOLOGIES  INC. 

Hand  Technologies  Team  Center 

INDIANA  UNIVERSITY  PURDUE 
UNIVERSITY  INDIANAPOLIS 

Eclipse  Web  Interface 

KETCHUM 

Ketchum  Global  Network 


LEARNINGBYTE  INTERNATIONAL 

LearningByte  International  Extranet 

MAZDA  NORTH  AMERICAN 
OPERATIONS 

Mazda  Electronic  Service 
Information  (ESI) 

MCI  WORLDCOM  INC. 

Career  Enhancement  University 

MERRILL  LYNCH  &  CO.  INC. 

Product  &  Services  Marketing 

THE  MONY  GROUP  INC. 

MONY  InSight 

NATIONAL  SEMICONDUCTOR 
CORP. 

National  Semiconductor  Web  Site 

NAVAL  AVIATION  DEPOT 
JACKSONVILLE  * 

Aircraft  Configuration 
Management  Intranet 

NAVAL  UNDERSEA  WARFARE 
CENTER,  DIVISION  NEWPORT  # 

NUWC  Division  Newport  Intranet 

NIKE  INC. 

Global  Product  Information 
Network  (GPIN) 

NORTH  AMERICAN  POWER 
BROKERS  INC.  * 

World  Wide  Retail  Energy 
exchange 

NORTHERN  STATES  POWER  CO. 

Reddy  Net 

NORTEL  NETWORKS  CORP. 

BayWeb 

NOVELL  INC. 

Novell  InnerWeb 

PHH  VEHICLE  MANAGEMENT 
SERVICES 

PHH  InterActive 

PRICEWATERHOUSECOOPERS 

KnowledgeCurve 

RELIANT  ENERGY 

EMSweb 

REMEDY  CORP. 

Home  Remedy 

SANDIA  CORP. 

Sandia  National  Laboratories 
tech  web 

SBC  COMMUNICATIONS  INC. 

SBC  Intranet 

SCIENT  CORP. 

The  Scient  Zone 

SUN  MICROSYSTEMS  INC.  * 

SunWeb 

TOSHIBA  * 

Internet  FYI 

UNITED  STATES  ATLANTIC 
COMMAND  # 

Knowledge  Today 

USWEB/CKS 

USWeb/CKS  Central 


THE  WHARTON  SCHOOL  OF  THE 
UNIVERSITY  OF  PENNSYLVANIA 

SPIKE 
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http://webbusiness.cio.com 


xom 


Now  Offering 


Free  For  Your  Web  Site... 


Yellow  Pages 
Directory 


White  Pages 
Directory 


Click  Here 
4©  Get  a 

Jump  Start! 


News  •  Weather  •  Sports  •  Stock  Quotes  •  Horoscope 


About  Us 


Products 
&  Services 


Message 

Board 


Trade  Shows 

Search  by  City,  Search  by  Industry, 
Search  by  Month,  Search  by  Interests 

Yellow  Pages 

Find  Businesses,  Companies  Online, 
Fax,  Toll-Free,  Maps,  Directions... 

Job  Openings 

Search  by  Industry,  Search  by  City 


Entertainment 

Movies,  Live  Productions,  Music, 

Sports,  Video  Releases 

White  Pages 

Phone  Numbers,  E-mail  Addresses, 
Reverse  Lookup,  Online  Phone  Calls... 

Online  Bargains 

Airline  Tickets,  Online  Auction,  Coupons, 


Frankly,  info  USA  wrote  the  book  on  white  pages  and  yellow 
pages.  We  have  been  compiling  databases  on  people  and 
businesses  for  over  27  years.  Our  databases  of  195  million 
consumers  and  over  1 1  million  businesses  are  the  finest  in  the 
country. 

We  are  the  standard  for  the  industry.  Just  about  every  web  site 
offers  our  database  on  their  web  site.  For  example,  Yahoo 
(www.yahoo.com),  Microsoft  (www.microsoft.com),  Network 
Solutions  (www.networksolutions.com),  GTE  SuperPages 
(www.superpages.com),  InfoSpace  (www.infospace.com), 
America  Online  (www.aol.com),  Lycos  (www.lycos.com), 

Zip2  (www.zip2.com),  excite  (www.excite.com)  and 
thousands  more! 

When  you  go  to  their  web  site  to  search  for  people  and 
businesses  you  are  accessing  our  database. 

Now  m/oUSA.com  is  offering  free  white  page  and  yellow 
page  directories  for  your  web  site.  If  you’re  creating  a  web 
site,  a  destination  site,  a  general  portal  or  an  Intranet,  you  need 
white  and  yellow  pages  so  your  customers,  your  members  and 
your  employees  can  look  up  information  and  save  hundreds  of 
thousands  of  dollars  in  directory  assistance  charges.  We  can 
offer  this  service  to  you  absolutely  free.  It’s  easy.  Just  show  a 
(white  page),  (yellow  page),  or  (people  finder)icon  on  your  web 


site,  and  we  will  connect  it  to  your  own  private-label  web  site 
on  our  server.  Your  customers  will  not  even  know  they  have 
left  your  web  site.  In  a  fraction  of  a  second  they’ll  be 
searching  the  world’s  best  database  of  people  and  businesses. 

Since  we  are  the  originators  of  the  data,  the  database  will  be 
updated  every  day.  It  will  be  the  most  current  information 
available.  Not  only  that,  we  will  be  offering  pictures  and 
videos  of  businesses  so  your  customers  can  see  the  business 
in  living  color.  And  guess  what,  it’s  absolutely  FREE! 

So  if  you  would  like  to  get  started  offering  white  or  yellow 
pages  on  your  web  site  or  Intranet,  call: 

Bill  Chasse  ,  president  of  m/oUSA.com ’s  Internet 
License  Division,  at  408-746-0603. 
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913  West  El  Carnino  Real  •  Sunnyvale,  CA  94087 
Phone:  (408)  746-0603  •  Fax:  (408)  746-2700 
E-mail:  bill.chasse@infousa.com 

Internet:  www.infoUSA.com  Media  Code:  09-079 
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Name 


Nick  Simicich 


Job  Description 


Help  determine  whether  or  not  a 
mission-critical  information  system  is 
susceptible  to  hackers. 


Experience 


Protected  the  electrical  power  infrastructure 
in  the  U.S.  from  cyber-jackers  bent  on 
misdirecting  electricity  with  bogus  information 


Unofficial  Title 


"Paid  Professional  Paranoid 


Phone 


1  800  IBM  7777,  ask  for  Services 


www.ibm.com/services/info 


IBM  Global  Services 

People  who  think.  People  who  do.  People  who  get  it 


